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ough Proofs 


preston Reed says a wartime 
onvention should be used primarily 
bs an occasion for elbow touching 
ather than elbow bending. 


vvy 
Chet Bowles says OPA doesn’t 
want to get rid of all its professors 
nd economists, as Congress has 
uggested. After all, you can’t be 
oo hard on a guy just because he’s 
Ph.D. 
v,vy 
Wacs are big eaters of bread, 
rench fried potatoes and ice cream, 
he Army reports. After the war 
fenus may be available only in 
ver-size models. 


~.9 


v 


For some reason or other, the Jo- 
epph Burnett Company, which does 
very nice job of advertising, has 
ever been interested in adopting a 
logan suggested by the time-hon- 
red cliché, “I’ll take vanilla.” 


ee. ee 


“There used to a Stutz—remem- 
er?” Walker & Co. is asking De- 
viters.. Who could ever forget the 
Id Bearcat, prancing down the 
eet with the muffler wide open? 


we 


As long as Michiganders are be- 
ig asked to remember a few things 
bout ancient automotive history, 
hy not try them on the E-M-F, 
ordan, Chalmers, Winton, Haynes 
nd a few other once famous gaso- 
ne buggies? 


er 
“No miracles expected in homes 
future,” writes Kenneth Stowell, 
ho evidently doesn’t think there 
re as many rabbits in the hat as 
ou have been led to believe. 

7 were 
The Diary reports overhearing a 
lur-year-old ask mommy for a 
leenex for nose-wiping purposes. 
hus is the firm foundation of a 
eat business securely laid. 


te 


Darryl F. Zanuck plans to film 
One World,” W. Willkie’s best 
lier, in nine languages. In this 
ackward stage of civilization’s 
Togress, even one-worldlings have 
D be linguists. 


ee 

The Los Angeles News is using 
dvertising space to explain that 
hile Media Records puts it first in 
eneral advertising for June, it’s 
ally third. This belongs in our 
A Man-Bites-Statistics depart- 
rent, 


rw oe ae 
Amer | ‘The simple fact is,” says DeWitt 
allace, “I have as high a regard 
hice go, # acvertising as any of those who 
ve and work with it.” 
9Y OB Sounds logical, coming from one 
fac ‘No Lives and works on it. 
— w= = 
ya reall Zenith is issuing certificates to 
_ gf 'oners on the Quiz Kids program, 
lese “\ Mroviding for delivery of postwar 
vey willf%es. And don’t expect any tele- 
. ‘ ‘Sion attachments, s’il vous plait. 
many 
tk ae 
___ —§ © uldn’t scare readers away 
,. price club,” says ADVERTISING 
FiSiNGE ' Ladies’ Home Journal. Maybe 
eco "€ 'ew slogan should be, “Never 
nets’ Bcc estimate the power of a 
4 °mn’s magazine.” 
Copy Cus. 


1-Up, Advertised 
Locally, Spreads 
fo National Copy 


Uses Magazine Color 
in Added Promotion 
Starting Next Month 


(Picture on Page 43) 


St. Louis, Aug. 5.—The ranks of 
national advertisers will be invaded 
by another soft-drink bottler late 
in September when 7-Up Bottling 
Company, St. Louis, launches a 
color campaign in several national 
magazines—the first national ad- 
vertising for a product which has 
soared to a leading place in the soft 
drink field in the past six or seven 
years. 

The seven-ounce 7-Up bottle is a 
familiar sight throughout the coun- 
try, with franchised bottlers cover- 
ing the entire territory, but all pro- 
motion heretofore has been placed 
locally, each bottler being respons- 
ible for promotion of the drink in 
his own territory. The forthcom- 
ing magazine campaign is an inno- 
vation for the company, which in- 
sists that the national color copy 
will be the signal for enlarged pro- 
motional efforts by bottlers, rather 
than a substitute for them. Copy 
for the campaign, which will be a 
large one, has been approved, but 
final details of the list are still to 
be ironed out. 

The 7-Up Bottling Company is 
another example of the phenomenal 
successes which have been achieved 
in the soft-drink field sincé the 
death of prohibition — an event 
which at one time was viewed by 
the soft drink industry as a po- 
tentially dangerous threat to its 
volume. 


Started as “Howdy” 


The company was started in 1920 
as the Howdy Company, bottling 
an orange drink known as Howdy 
and making various soft-drink ex- 
tracts. The founder was Charles L. 
Grigg, one-time adman, who died 
in 1940 and has been succeeded as 
president by his son, H. C. Grigg. 
Business was good, but not sensa- 
tional, until ten years later, when 
Mr. Grigg bid goodbye to the origi- 
nal Howdy drink and brought out 
7-Up, a drink which differed con- 
siderably in many respects from 
most soft drinks, including its ap- 
pearance in seven-ounce bottles. 

With the aid of aggressive pro- 
motion and a strong health angle, 
7-Up zoomed to the front, making 
especially rapid strides in the past 
six or seven years. It now has 
national distribution and a substan- 
tial volume of advertising has been 
put behind it, but all of this adver- 
tising has heretofore been placed 
by bottlers, who have been supplied 
with material by the parent com- 
pany, but who have also frequently 
gone off on unusual promotional 
excursions of their own. For ex- 
ample, a Virginia bottler ran a 
large-scale newspaper campaign a 
couple of years ago, picking up the 
dollar-bill offer first used by Wrig- 
ley, with messengers ringing door- 
bells at random and rewarding with 
dollar bills those housewives who 

(Continued on Page 39) 
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PASS THE CANS 


SAVE YOUR CANS 


PREPARE YOUR TIN CANS 
FOR WAR 


| REMONE TOPS Abd BOTIONS 
2 TAKE OFF PAPER LABELS 
3 wash Teennucnir 


4 FLatrem fiawir 


This painting by Lt. Comdr. McClelland 
Barclay, USNR, recently reported miss- 
ing in action in the Pacific, has been 
+ Re for use in the current tin col- 
lection campaign of the War Production 
Board's Salvage Division. Inspiration and 
development of the posters came from 
Harold Cabot & Co., Boston, — 
with Einson-Freeman Co., Long Isl 


City, N. Y. 


Castle Predicts 
Big Holiday Play 
for Home Movies 


Presents Story of 
Growing Opportunities 
for Dealers in Field 


Chicago, Aug. 5.— Home movies 
will make a greater dent in the 
holiday merchandising situation this 
year than ever before, Eugene W. 
Castle, master showman of the 
show-your-own-picture field, told 
350 photographic dealers in this 
area at a unique merchandising 
presentation staged with typical 
Castle flamboyance in the ballroom 

(Continued on Page 38) 


Paper Allocation Plan Is 
“Extreme Scheme —WPB 


Chester LaRoche 
Resigns From 
Young & Rubicam 


Concerned Solely 
With Successful 
Prosecution of War 


New York, Aug. 5.—Chester J. 
LaRoche, one of advertising’s fabu- 
lous figures, who nearly six months 
ago took leave of absence from his 
duties as chairman of the board of 
Young & Rubicam to serve as full 
time chairman of the War Adver- 
tising Council, this week severed 
the final link between public and 
private service by announcing his 
resignation as head of one of the 
country’s largest and most powerful 
advertising agencies. 

Confirming Mr. LaRoche’s resig- 
nation, Raymond Rubicam, chair- 
man of the ‘executive committee of 
Young & Rubicam, announced that 
he will again assume the board 
chairmanship which he resigned in 
1942 when he served as special as- 
sistant to Paul V. McNutt, chairman 
of the War Manpower Commission. 

“Mr. LaRoche’s work for the War 
Advertising Cotinell “Has “be@n a 
great factor in the Council’s effec- 
tiveness,” said Mr. Rubicam. “In- 
asmuch as the Council’s work is 
growing every day in scope and 
importance, the Council should 
benefit greatly from a continuation 
of Mr. LaRoche’s present full time 
service.” 


War Is Prime Interest 


In announcing his resignation, 
Mr. LaRoche said, “My present con- 
cern is solely with the war, and 
with the full use of our extraordi- 
nary information machinery to help 
win it. This machinery is devel- 
oped in our country to an extent 
unparalleled anywhere in the world, 
and to fail to use it in the greatest 
possible measure is tantamount to 

(Continued on Page 37) 


Chicago, 


the armed forces. 


Last Minute News Flashes 


Howard Aircraft Appoints Reincke-Ellis 

Aug. 6.—Howard Aircraft Corporation today appointed 
Reincke-Ellis-Younggreen & Finn as its agency. Plans for advertising 
are being prepared by H. C. Vogel, account executive. 
operating at capacity on production of Army and Navy planes at its 
recently-erected plant at St. Charles, Ill. 
ard’s DGA design which went into production shortly before the war 
began, as a plane for business executives. 


The company is 


The Navy contract is for How- 


Entire Production to Armed Forces, Zippo Reports 

Bradford, Pa., Aug. 6.—Zippo Mfg. Company, maker of Windproof 
lighters, is using quarter-page advertisements in Collier’s, Esquire, The 
Saturday Evening Post, and.a ‘ong list of servicemen’s publications to 
inform consumers that the product is now being made exclusively for 
Copy urges people who have lighters to keep them in 
good condition. Lee-Stockman, New York, handles the account. 


Franceschi Named V.P. of FC&B 

New York, Aug. 6.—M. P. Franceschi, 
J. Stirling Getchell, has been elected a vice-president of Foote, Cone & 
Belding. He is one of the senior executives in the agency’s New York office. 


Reed Elected Vice-President of R&R 

Detroit, Aug. 6.—Tod Reed, account executive on the Detroit staff of 
Ruthrauff & Ryan since 1938, has been elected a vice-president of the 
agency. Mr. Reed was formerly associated with the Chicago office of 
Look and with General Household Utilities Company. 


Ralph Harris Joins Abbott Kimball 

New York, Aug. 6.—Ralph Harris, formerly with Associated Merchan- 
dising Corporation and Mears Advertising, New York, has joined the 
staff of Abbott Kimball Company as account executive. 


formerly vice-president of 


May Be Used if 
Necessary—But Not 
for a ''Long Time" 


Washington, Aug. 5. — Denying 
vigorously that an allocation plan 
for print paper is under considera- 
tion for use in the immediate fu- 
ture, WPB officials today described 
the measure as an “extreme 
scheme.” 

“An allocation system is the last 
thing we would want to do,” said 
one official. However, he reported, 
there is a distinct possibility that 
the allocation plan will be used— 
but not for a “long time.” 

Under the proposed plan, re- 
ported in last week’s ADVERTISING 
AcE, WPB would abandon the pres- 
ent horizontal cut in printing paper 
consumption and substitute for it a 
system whereby each publication 
would be specifically assigned a 
certain amount of paper. 


Anxious to Avoid Step 


Thus, WPB would take upon it- 
self the troublesome task of at- 
tempting to decide which papers 
and magazines are most important. 
Exactly what kind of yardstick of 
essentiality or value-to-the-war- 
effort would be used is not known. 

Officials of the WPB’s printing 
and publishing division have stated 
that they are sock Ng $a, avoid this 
task at all costs @T@ ‘hot going 
to consider end products if we can 
help it,” one WPB policy maker 
said. 

WPB, it was pointed out, insti- 
tuted the horizontal cut in paper 
use with the hope that the alloca- 
tion program would not be neces- 
sary. The plan now used controls 
use of printing paper by ordering 
publications to cut paper consump- 
tion to a certain percentage of the 
total used in a base period; the cut 
is the same for all users in the same 
classification. 

For the immediate future, it was 
learned, WPB will continue along 
its present lines. However, the per- 
centage cut in newsprint may be 
increased once more. As it now 
stands, papers have been cut 10% 
in their newsprint use. For the 
third quarter, ending Oct. 1, that 
cut will remain unchanged. 

But the fourth quarter rules are 
uncertain. Canadian manufacturers 
have not yet announced how much 
newsprint they can supply in the 
fourth quarter. It is gloomily be- 
lieved here that Canada will find it 
impossible to continue supplying 
210,000 tons of newsprint monthly. 
Manpower and shipping problems 
still dog Canada’s newsprint indus- 
try. 
WPB officials will confer next 
week with Canada’s newsprint 
bosses and a final decision as to the 
fate of newspapers in the fourth 
quarter is expected then. A cut of 
several percent is believed almost 
certain. 


Allocates Wood Pulp 


Meanwhile, WPB allocated avail- 
able supplies of wood pulp during 
August to prevent the closing of 
paper mills. 

Under the new program, WPB 
will restrict the amount of pulp to 
be used in each mill so that pro- 
duction of certain types of paper 
and paper board “necessary to 
carry on the war and sustain an 
effective civilian economy” will be 
held at peak levels. 

At the same time, the pulp allo- 
cation committee told the paper 
making industry that, unless the 
“most strenuous efforts are made” 
to increase pulpwood production, 
the supply of wood pulp will con- 


tinue its rapid decline. If this hap- 
pens, “further restrictions on its 
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(pulp) use will therefore be inevi- 
table,” the committee said. 

The first half of 1943 saw serious 
and severe declines in both pulp- 
wood and wood pulp production and 
inventories. Pulpwood receipts, for 
example, dropped 24% from 1942 
and wood pulp production fell 
nearly 17%. 


Program to Remain Effective 


The wood pulp allocation pro- 
gram will remain in effect, WPB 
said, until the supply of woods la- 
bor can be augmented and pulp- 
wood production boosted. 

In a later action, WPB lifted pro- 
duction quota restrictions on paper 
and paper board in an attempt to 
encourage every producer to manu- 
facture as much paper as he can 
with the pulp allocated him. 

The manufacturers will be urged 
to use substitute fiber wherever 
possible “and every other device to 
increase production.” 


PAPER, PAPERBOARD 
PRODUCTION OFF 5% 


Washington, D. C., Aug. 6.—Pro- 
duction of paper and paperboard 
was off 5% for the first six months 
of 1943 compared with the same pe- 
riod last year, the WPB reported 
today. 

In revealing the decline in paper 
output, officials warned that supply 
may fall 1,500,000 tons below re- 
quirements. Paper and paperboard, 
they said, is subject to unprece- 


dented demands as a substitute for 
critical materials at the same time 
that the shortage of pulp and man- 
power has reduced the supply. 

For the first six months of this 
year, WPB reported production at 
8,398,594 tons, which is 444,684 tons 
below the January-June 1942 figure 
but considerably above the 7,871,298 
‘figure for the second half of 1942. 
Newsprint, wrapping paper, special 
industrial paper and sanitary tissue 
were among the types that regis- 
tered declines, WPB said, although 
all these were above the levels of 
the second half of last year. 


120,000 TONS OF 
NEWSPRINT GRANTED 


Washington, D. C., August 3.— 
More than 120,000 tons of newsprint 
were granted to newspapers under 
appeals from L-240 during the first 
two quarters of 1943, a list of addi- 
tional paper authorizations released 
by the WPB printing and publishing 
division has revealed. The list 
showed that 85 magazines received 
7,700 tons of paper under appeals 
from L-244 during the period. 

According to the WPB report, 263 
newspapers appealed during the 
first quarter, and were awarded 66,- 
352 tons of paper. During the sec- 
ond quarter, 228 papers appealed, 
receiving 57,962 tons. Figures for 
magazines for the two quarters 
were combined. They showed .85 
publications getting 7721.55 tons of 
paper, with four publishers receiv- 


ing two supplimental paper rations 
each, 


‘CHICAGO TRIBUNE’ TO 
OMIT SOME DISPLAY COPY 


Chicago, Aug. 5.—The Chicago 
Tribune will be unable to print all 
the display advertising offered it for 
publication during August, Chesser 
M. Campbell, advertising manager, 
declared today after a survey of 
orders on hand. 

“We had hoped to avoid omitting 
any display advertising during this 
quarter,” Mr. Campbell said, “but 
despite drastic curtailments§ in 
classified and the many economies 
introduced by the news and circu- 
lation departments as well as by the 
advertising department, for saving 
newsprint, so far this quarter we 
have published in excess of our 
newsprint quota. 

“Our gain in advertising during 
July amounted to 43%. With August 
continuing this upward trend, it 
will be impossible for us to carry 
all the display advertising in the 
volume which is being offered to 
us.” 

Estimating that the Tribune will 
be unable to print about 300,000 
lines of advertising offered to it for 
August publication, Mr. Campbell 
emphasized that the bulk of the 
reduction will be made in classified 
advertising, with first consideration 
on the display side being given to 
regular display advertisers, so as to 
keep to a minimum the regulations 


governing insertion of their copy. 

The Tribune is saving more than 
1,000 tons of newsprint a month 
under present conservation moves, 
which include limits on the size of 
classified advertisements, and addi- 
tional economies are now being 
planned by the news and circulation 
departments, as well as further cur- 
tailment of classified. 

The Chicago Herald-American 
informed its readers in a _ special 
box earlier this week that the re- 
strictions imposed through news- 
print rationing had forced it to omit 
a considerable volume of advertis- 
ing, but that the news would be 
adequately presented. 


American Viscose Ads 
to Appear in ‘Time 

American Viscose Corporation, 
New York, has begun a series of 
full-page public relations advertise- 
ments in Time, describing how the 
company’s scientists and engineers 
have developed and adapted rayon 
to extend its field of usefulness to 
the public and the war effort. 

Similar advertisements have been 
appearing in Business Week, News- 
week, Nation’s Business and United 
States News. Scheduling of the ad- 
vertisements in Time was not pos- 
sible until recently due to the paper 
shortage which obliged Time to cur- 
tail advertising space. J. M. Mathes, 
Inc., New York, handles the ac- 
count. 
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PUT AN EDGE ON IT. 


as 
LAS > Gaur 


Better step on it, boys, if you want your sword to 
slice a broad path lined with big business for you in 
Latin America’s present and post war market. 


Sharpen your advert 


ising schedule to its keenest 


possible edge now—before the stampede. Carrying 
on an unbroken campaign of advertising in *BPIC 
Specialized Business Publications —the magazines 
that cover the five important export fields of drug, 


engineering, industrial and construction 


in Latin 


America and of the automotive field throughout the 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, 


COMPETITION WILL BE KEEN! 


world. It is the surest possible way of carving your 
trade name, your product-name into the conscious- 
ness of Latin America's heaviest buyers. 


Hew to the steady advertising line NOW before the 


world and his brother get the idea. 


If you can't 


ship now, at least make sure of your share of those 
rich peace-time orders when you will need them 


most. 


*BPIC subscriptions are more than 80°% paid. 


(Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co., Inc.) 


NEW YORK 18, N. Y. 


FARMALEDTICO 


published monthly in Span 
ish. circulates to the Latin 
American INDUSTRIAI 
field 


published monthly in Span 


puBlished monthly 


in Eng 


published monthly in Span 


published monthly in Span- 
ish. circulates to the Lati: lish and circulating to the sh 4 “irculati " ish 4 “irculs » 
: . = " _ a. . — AUTOMOTIVE TRADE in ish ae circul ating to the ish and circ ul ating to = 
American 5 ( Asia, Africa, Europe and AUTOMOTIVE TRADE in DRUG TRADE in Latin 
field Oceania. Latin America. America. _ 
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Florida Citrus 
Account Shitts to 


Benton & Bowles; 


New York, Aug. 5.—The F lorig 
Citrus Commission this week «uic), 
shifted its account to Benton ; 
Bowles, carefully avoiding the hy, 
labaloo of publicity which p: cede 
its last previous agency ch: ge m. 
July, 1941, when the accoun! wer 
to Blackett-Sample-Hummer: fron 
Arthur Kudner, Inc., fo J 
weeks of wrangling by Com 
members. 

Benton & Bowles this week a 
serted that no campaign plans hay, 
been laid, and that no accoyns 
executive has been appointed, by 
since one of the political require 
ments on the Florida account is tha 
the agency be a “Florida” a gency 
it can be assumed that B & B wi) 
soon open a Florida office, as qiq 
the agencies which preceded it. 

The Florida Citrus Commissio, 
unleashed a campaign in\ olving 
something like a million dollars ;; 
December of last year, concentrati ng 
most of its promotion in a relatively 
small number of major markets 
about 19 in all—where newspaper; 
spot radio, car cards and othe; 
localized media were heavily em 
ployed. Perhaps half that amouy 
has been spent on fresh fruit, wit) 
the remainder originally earmarke; 
for promotion of canned fruit and 
juices. 

The Commission, until two year 
ago a heavy magazine user, has 
been absent from that medium this 
year, except for a single insertion 
in Parents’ Magazine, until this 
month, when color pages on canned 
grapefruit juice made their appear. 
ance in a magazine list. 


Alley & Richards 


Admits 2 Partners 


New York, Aug. 5.—Charles Al. 
Holcomb, who for the past year has 
devoted a large part of his time to 
important accounts ef Alley & 
Richard’s New York office, and 
Richard B. Reynolds, for several 
years contact man and account ex- 
ecutive for the agency, have both 
been admitted to partnership in the 
company. 

The full partnership of Alley & 
Richards now includes Ernest V 
Alley, H. M. Billerback, Captain Jo- 
seph T. Coenen, George W. B. Hart- 
well, Charles A. Holcomb, Hal R. 
MacNamee, R. B. Reynolds, Court- 
land N. Smith, Deane H. Uptegrove 
and H. Lawrence Whittemore. The 
partners elected Mr. Alley, Mr: 
Smith and Mr. MacNamee to serve 
as an executive or management 
committee. 


Lotz Joins Stadler 


Bill Lotz, formerly advertising 
manager of Sentinel Radio Cor- 
poration, Evanston, IIl., and more 
recently in the advertising depart- 
ment of Wilson & Co., Chicago, has 
been named divisional sales man- 
ager of Stadler Studios, commercié! 
photographer, Chicago. 


Kelly Promoted 

Fulton S. Kelly has been ap- 
pointed assistant sales manager 0! 
Purolator Products, Inc., Newark, 
N. J. For the past 14 years he ha: 
been Purolator sales represent«tive 
in the Chicago district. 
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sever 0 N M K EK r | N G . . » There are just oodles of nice 


in te le in Philadelphia. You’d 
o NICE PROPLE Flo y.- 
tain Jo- 


3. Hart. have your advertising meet all of them . . . But only 


Hal R. 


Court- 0 are nice to advertising are nice people for 
Sout people who 8 people fe 


S ie advertising to meet. 
oO serve 


igement ... And the folks that advertisers in Philadelphia like 


to meet more—are those who make more happen when 
7 Gon , advertising is addressed to them! .. . From an advertiser’s 


depart- standpoint, the nicest people in Philadelphia are Inquirer 
e man. readers because they make advertising more resultful. 


. So advertisers in Philadelphia are especially nice to 
en AP. The Inquirer—gave it 2,600,000 lines more than the 
i ba second paper in the first six months of this year. . . 


which is pretty nice going! 
. Nice enough so you don’t have to wonder which 


ie paper in Philadelphia any more . . . Pick The Inquirer 
and you'll do nicely... or let our representatives 


tell you, in a nice way, the nice points 


{ of Philadelphia media. 
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In Washington... | 


OCR Adopts Broad — 
Civilian Goods 
Production Policy 


Maintaining Highest 
Possible Civilian 
Levels to be Goal 


Washington, D. C., Aug. 5.—The 
WPB’s Office of Civilian Require- 
ments, in an effort to maintain the 
civilian economy “in a sound and 
vigorous condition,” today brought 
forward a tentative program for 
production of essential civilian 
goods. 

While pointing out that military 
needs prohibit substantial manu- 
facture of many items once made 
for civilians, the report said that 
certain essential articles will be 
produced. 

It presented a nine-point program 
to preserve the civilian economy. 
Covering production needs for con- 
sumer goods in the next 18 months, 
the report is the result of four 


months’ work by the OCR staff di- 


ae ‘ 


rected by WPB Vice-chairman Ar- 


|thur D. Whiteside. 


“Bedrock” Concept Abandoned 


In it, the WPB abandoned, for the 
time, any thought of putting the 
civilian economy on a “bedrock” 
basis but let it be known that only 
goods “necessary for the efficient 
functioning of the civilian economy” 
will be manufactured. “We do not 
advocate forcing the civilian popu- 
lation down to bare _ subsistence 
levels in the present military situa- 
tion,” Mr. Whiteside said. 

WPB painstakingly pointed out 
the essential differences between to- 
day’s report and the last year’s re- 
port of the old Office of Civilian 


Supply, which outlined “bedrock” | 


civilian figures and created a furor. 
While the OCS detailed the “mini- 
mum levels of supply,” the newer 
report outlines “actual production 
needs.” 

“By wise use of about the same 
quantities of materials that have 
been made available for civilian 
production during recent months,” 
said Mr. Whiteside, “essential civil- 
ian services and the production of 
essential civilian goods can be main- 
tained. The needs of the war at 
present permit no other course.” 


Highlights of Policy 


The report did not reveal exactly 
what further production would be 
recommended but 
thoughts on this subject to the 
WPB requirements committee. How- 


ever, the Whiteside report did point 
up the need for adequate repair and 
replacement parts. 

Highlights of the nine-point pol- 
icy which will govern WPB’s rela- 
tions with consumer business are: 

Insurance that all minimum es- 
sential civilian needs be met and 
that, above this level, all national 
resources which cannot be used to 
meet U. S. military and foreign 
needs be used to supply civilians. 

Hold supplies for civilians above 
the levels where civilian health, 
morale and working efficiency and 
the national economic structure 
would be impaired. 

Adequate repair and replacement 
| parts and labor must be made avail- 
able to keep existing essential civil- 
ian equipment in good operating 
condition. 

The distributive and_= service 
trades must be maintained to what- 
ever extent necessary to make es- 
sential goods and services available 
to civilians when and where neces- 
sary. 

Particular consideration will be 
paid to the needs of new families, 
infants and children, workers with 
special requirements and boom com- 
munities. 

Damage to the basic economic and 
social structure will be avoided to 
the extent consistent to the prosecu- 
tion of the war and the satisfaction 
of essential civilian requirements. 


submitted its) Small businesses will be used to the 


fullest extent practicable. 
Mr. Whiteside also hopes to re- 
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As a further important contribution 
to the war effort, thousands of furni- 
ture makers in fifteen leading Grand 
Rapids furniture factories are now 
busily engaged in the manufacture of 
military gliders. Wing assemblies and 
plane parts are also being made for 
the Curtiss Caravan, America’s largest 
cargo plane, and for the famous Bell 
Airacobra fighter plane. 


Grand Rapids, always a major Mich- 
igan Market, takes on new appeal for 
sales planners. Within its retail trad- 
ing zone, Michigan’s second largest 
city has a population of almost half 
With 


a million. 


its new industrial 


developments, it is a busy, well- 
employed market! 


The Grand Rapids Press, covers this 
big market practically home-by-home. 


For further facts, call Dan A. 
Carroll, 110 E. 42nd Street, New 
York City, or John E. Lutz, 435 N. 
Michigan Avenue, Chicago. 


Py | 
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direct production into the low-price 
volume sales end of many civilian 
products. 

The report calls attention to three 
major problems faced by those who 
would bolster the civilian economy: 
1—Shortage of manpower, particu- 
larly in the service trades; 2—in- 
adequate distribution of scarce 
goods; and 3—lack of some mate- 
rials, metals especially, for con- 
sumer production. 

The civilian standard of living 
has stood high during the past three 
years, the report stated. Consumer 
expenditures on goods and services 
rose to “unprecedented heights” in 
1941, and have not dropped much 
since then. 


Inventories Falling 


“It would be easy to conclude that 
the over-all civilian economy had 
felt virtually nothing of the impact 
of the war, and that the prospects 
for its future are good. This is not 
the case,” said Mr. Whiteside. In- 
ventories are falling, he pointed out, 
the manpower available for service 
to civilians will be severely reduced 
and “peak war schedules and heavy 
exports will result in additional 
claims on our national resources.” 

co * * 


The so-called “equalization” of 
gasoline rationing between the East 
Coast and the midwestern states will 
not become effective until the long- 
awaited report on the gasoline situ- 
ation is handed down by War Mo- 
bilization Director James F. Byrnes, 
it was learned here. 

Justice Byrnes’ report is due the 
early part of next week and it is ex- 
pected that the equalization pro- 
gram will come soon thereafter— 
perhaps within a week, certainly 
this month. 

The “equalization” is made possi- 
ble, PAW says, by the completion 
recently of the “big inch” pipeline 
between the Texas oil fields and the 
East Coast. Many thousands more 
barrels of oil can now be hauled 
east each day, and the administra- 
tion feels it is time to crack down 
on the Midwest in order to aid the 
East. 


* * * 


Civilians should be able to get a 
reasonable supply of woolen cloth- 
ing, and will also be able to bolster 
their shrinking diets with larger 
quantities of peanut butter, the 
WPB and the War Food Administra- 
tion revealed this week. 

On the woolen front, WPB said 
that unless military demands ex- 
ceed present expectations, there 
should be no need of clothes ration- 
ing. There’s no shortage of raw wool, 
but rather of manpower and facili- 
ties, and concentration on fewer 
types and patterns of cloth should 
solve this problem. 

The peanut butter news from 
WFA followed reports of a bumper 
crop of peanuts— 375,000 tons 
greater than last year—which will 
permit delivery of 38,000 more tons 
of the spread to the armed forces, 
and 36,000 more tons to civilians. In 
addition, candy makers will find 
supplies of this nut considerably 
easier to get, even though a sub- 
stantial amount will be used to sub- 
stitute for other edible oils which 
are in shorter supply. 


Reynolds Names JWT 


Reynolds Metals Company, Rich- 
mond, Va., has appointed J. Walter 
Thompson Company, New York, to 


= 


Advertising Age, August 9 }: Ao 


SOY FLOUR OPENER 


This full-page newspaper copy launched 
@ test campaign in eight markets by 
A. E. Staley Mfg. Co., Decatur, Ill, for 
Stoy soy flour, hailed as a “miracle pro- 
tein food.” In addition to frequent 
large space newspaper advertisements 
the campaign includes a daytime radio 
program backed by full-color displays 
and recipe books for dealer distribution. 
Blackett-Sample-Hummert, Chicago, is 
the agency. 


Chrysler Sales 
Unit Names Mc-E; 
Plans Campaign 


Detroit, Aug. 3.—Via national 
magazines and automotive trade 
publications, Chrysler Sales Division 
of the Chrysler Corporation plans to 
tell the story of its many war 
activities. The Detroit office of 
McCann-Erickson will handle the 
campaign. 

Stewart W. Munroe, general sales 
manager of the division, announced 
plans for the forthcoming campaign 
and a new agency for the corporate 
unit, whose advertising up to now 
has been handled direct. 

The division is engaged in build- 
ing a variety of war products, in- 
cluding industrial engines, marine 
engines, marine tractors, Navy pon- 
toons, anti-aircraft cannon parts, 
tank engine assemblies, airplane 
wing panels, fire fighting equip- 
ment, air raid sirens and searchlight 
reflectors. 

“It is our feeling that a more 
complete understanding of our 
progress will be of general interest,” 
Mr. Munroe said. “Such reports as 
we make from time to time will be 
told in our advertising, which will 
be released through McCann-Erick- 
son.” 

Among other Chrysler units, 
Ruthrauff & Ryan has handled the 
Dodge Division account and Ross 
Roy, Inc., advertising of Dodge 
trucks. Advertising of Plymouth 
Motor Division recently went to 
N. W. Ayer & Son, with a big cam- 
paign reported in the works. 


Publishers to Meet 

The National Publishers Associa- 
tion will hold its 24th annual meet- 
ing Sept. 21-22 at Shawnee-on- 
Delaware, Pa. 

The meeting place had been set 
for Skytop Lodge, Pa., but officers 
said these plans had become im- 


| 
| 


| Tae Brannan Company, Nat 


direct its 
Sept. 1. 


advertising, 


effective | practical. The date of the meet ng 
remains the same. 


— 
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there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 


tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpor*’ 


IR : Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 


Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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ain It’s getting to be an old story—the story of the food that goes 
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to the battlefronts and the food that stays at home. 


And yet it’s new all the time, in The New York Times Magazine. 
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Ross 
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For here the subject of Food, deftly handled each week by Jane Holt, is adapted 


to the ever-changing tenor of war-time life. 


To hundreds of thousands of home-making women, Miss Holt gives timely, 
practical advice, seasoned with imagination. Her readers swear by her... fill 


her mail bag... swamp her telephones with commendations, suggestions, inquiries. 


And Food is just one of the varied interests that impel women all over the 

country to turn eagerly each week to this big, news-picture-home magazine. The intelligent 
woman of today is vitally concerned with the war-front, the home-front, with 

what is happening in Washington, with the personalities who are making the news. 
These The Times Magazine tells her about, together with the ever-fascinating 


subjects of her own feminine world—Food, Beauty, Fashions, Home, Children. 


No wonder The New York Times Magazine is the logical medium for advertisers 


who wish to reach women! Why not get the facts today? 


Che New Pork Cimes Magazine 


CARRIED EXCLUSIVELY BY THE NEW YORK TIMES INTO 800,000 HOMES EVERY SUNDAY 
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Blue Network Is 
Sold to Noble 
for $8,000,000 


James H. McGraw Jr. 
Withdraws to Avert 
Any Complications 


partnership 


New York, Aug. 3.—Sale of the 
Blue Network Company, a_ sub- 
sidiary of Radio Corporation of 
America, to Edward J. Noble, 
chairman of Life Savers Corpora- 
tion, former Un- 
der Secretary of 
Commerce and 


Mark Woods 


Mr. 


been announced 
by David Sar- 
noff, president of 


The announce- 
ment came as a 
surprise in that 
all reports, 
which were un- 
confirmed, mentioned imminent sale 


Edward J. Noble 


up is Mr. 


(AA, Aug. 


Mr. 


who is president | 
and chairman of} 
McGraw - Hill! 
Publishing Com- | 
pany, decided to} 
withdraw as a 
principal, in the 
interest of all concerned. 

McGraw’s association with 
the publishing business, which it 
was felt might fall within the pur- 
view of the FCC’s pending order 


told ADVERTISING AGE that Mr. Mc- 
Graw bowed out for purely personal 
reasons, involving neither business 
RCA. nor financial considerations. 


WMCA Ownership Hitch 


The only remaining barrier by 
which the transaction may be held 
Noble’s ownership of 


WMCA, New York; therefore, to 


2). The}! stations 


acquired this station 


repre- 


but this| 


leases 
McGraw,| 


filiates 


Edgar Kobak 


broadcast, 
Woods, president, 


sonnel 


circuit broadcast. 


af- 
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of the Blue Network to Mr. Noble| conform with FCC requirements 
and James H. McGraw Jr., as a| regarding multiple ownership of 
in the same community, 
original proposal made to RCA, and| WMCA will be sold. 
which was pre- 
sumably ac- 
cepted, 
sented joint pur- 
chase by the} 
McGraw - Noble} 
group, 
arrangement was 
negated when) 


Mr. Noble 
in January, 
1941, for $850,000 from Donald J. 
Flamm, president 
of the Knicker- 
bocker Broad- 
casting Company. 

Shortly after 
official press re- 
announc- 
ing the sale of 
the Blue had| 
been mailed late 
Friday afternoon 
(July 31), 
of the 
network were 
told about the 
transaction 
closed circuit 
during which Mark 
introduced the 


in a 


pare new owner. 
owner of Station | on newspaper and publication own- Briefly, Mr. Noble gave assur- 
WMCA, for ership of radio facilities, was be-| ances that the operating manage- 
$8,000,000 cash,| lieved to be the motivating factor) ment of the Blue would remain 
subject to FCC|in Mr. McGraw’s decision to elimi-| unchanged, with Mr. Woods con- 
approval, has|nate himself. A reliable authority tinuing as president and Edgar 


Kobak as executive vice-president. 

“T have been tremendously im- 
pressed with the Blue Network’s 
record of public service, with the 
work of its management and per- 
and particularly with 
contributions to our nation’s war 
effort,” Mr. Noble said in his closed 


“There will be no change in the 


ng hr ey oe 
I or Maer 


its 


management. The officers and 
executives who have guided the 
destinies of the Blue Network since 
its separation will continue at the 
helm. The entire personnel will be 
retained and the network will con- 
tinue functioning as heretofore,” 
Mr. Noble added. 

“The policies and practices which 
have been responsible for the net- 
work’s accomplishment will be 
continued. As a matter of fact,” 
Mr. Noble continued, “the network 
officials plan to extend its services 
listeners, advertisers and its 
affiliated stations. 

“I accept fully the responsibility 
of public service which ownership 
of the Blue Network will place 
upon me,” Mr. Noble said. “In fact, 
I regard this responsibility to the 
people much as an elected official 
sees his responsibility to the public. 

“In every phase of broadcasting 
—public service, the all-important 
war service, news, information, 
entertainment—the Blue will con- 
tinue to serve its listeners and to 
increase its service to the nation. 

“The principal station of the Blue 
Network, WJZ, is operated from 
New York City. In accordance 
with the current policies of the FCC 
I propose to dispose of all my inter- 
est in WMCA as soon as a suitable 
purchaser is found,” Mr. Noble con- 
cluded. 

Events leading up to sale of the 


Blue began in May, 1940, when 
FCC’s monopoly report ordered 
NBC to dispose of one of its 


chains. In December, 1941, the FCC 


Its name is “Bounty.” Three years ago 
it didn't even exist, yet today its popu- 
lation is 328,911! 


This husky three-year-old already is 
larger than such prime markets as 
Charleston, W. Va.; Chattanooga, 
Tenn.; Des Moines, Iowa; Jacksonville, 
Fla.; Miami, Fla.; Mobile, Ala. Nash- 
ville, Tenn.; Oklahoma City, Okla.; 
Omaha, Neb.; Richmond, Va.; Salt Lake 
City, Utah; Spokane, Wash.; Syracuse, 
N. Y. or Tulsa, Okla. 


“Bounty” is made up of the combined 
population gain, since 1940, of nine 
Texas metropolitan centers, as shown 
by 1943 ration book figures. ALL NINE 
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There's a NEW City in Texas 


ARE IN THE TON DAYTIME PRIMARY. 
Eight of the nine are among the twenty- 
eight metropolitan counties in the en- 
tire United States listed by the Census 
Bureau as having the most rapid war- 
time growth and the BEST postwar 
prospects of retaining their growth. 


TON delivers this huge added market 
—without added cost! 
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TEXAS QUALITY NETWORK 


Represented Nationally by EDWARD PETRY & CO. 


assented to voluntary transfer of 
the licenses of Blue’s three key sta- 
tions from NBC to RCA, the parent 
company, pending the uncovering 
of an outside purchaser who would 
assume operation of the Blue Net- 
work (AA, Dec. 29, ’41). 

In January, 1942, corporation 
papers were filed in Delaware for 
the Blue Network Company, the 
final link in the radio chain’s 
divorce from NBC and emergence 
as a completely self-controlled or- 
ganization. At that time the board 
of directors elected Mark Woods 
president and Edgar Kobak execu- 
tive vice-president. Niles Tram- 
mel, who continued as NBC presi- 
dent, was elected chairman of the 
Blue Network’s executive commit- 
tee. 

An advisory committee repre- 
senting affiliates was set up at that 
time. The Blue’s first official step 
was to ask FCC for permission to 
take over RCA licenses to operate 
stations WJZ, New York, WENR, 
Chicago, and KGO, San Francisco. 

Divested of its NBC connection, 
the Blue Network leased facilities 
from NBC until it could build its 
own studios. The wholly owned 
subsidiary of RCA started out with 
a $2,000,000 bankroll provided by 
RCA and buttressed with practi- 
cally the same organization which, 
under the NBC tent, did a gross 
business of $12,858,169. 


$15,000,000 Billings 


Last year gross client expendi- 
tures on the Blue Network totaled 
$15,782,493, an increase of 22.7% 
over 1941. Of this amount Ster- 
ling Products Company spent $1,- 
710,654; American Home Products 
Corporation $1,453,832; Miles Labo- 
ratories $1,227,917; and Ford Motor 
Company $1,012,626. 
| Edward J. Noble, new owner of 
the Blue Network, is chairman of 
| Life Savers Corporation, Port Ches- 
iter, N. Y., and a stockholder in 
| Sterling Drug, top advertiser on the 
Blue last year. He was born in 
August, 1882, at Gouverneur, N. Y.., 
was graduated from Yale with an 
A. B. degree in 1905 and served as 
a major in the ordnance division of 
the Army in World War I. 

He became the first chairman of 
the Civil Aeronautics Authority in 
1938 when he was appointed to that 
position by President Roosevelt, at 
that time breaking off all other pri- 
| vate business affiliations except his 
position with Life Savers Corpora- 
tion. 

The history of Life Savers under 
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Advertising Age, August 9, 1949 


when he purchased for less ;}, 
$1,000 the trademark and pate 
rights to Crane’s peppermint | js, 
Savers. Previously sold in carg. 
board cartons, the mints wer, 
packaged in tinfoil. Gradually th» 
line grew and sales increased \)tj) 
Life Savers became the leagdj 
mints in the world (AA, Dec. 9 
*40). 

In 1939 Mr. Noble resigned |; 
CAA to become Under Secreta; \ 
Commerce, not returning to private 
business until August, 1940 hp, 
purchased WMCA in January, 194) 
He is head of the Edward J. Noble 
Foundation, a charitable orga; 
tion, and president of the board of 
trustees of St. Lawrence Univer. 
sity. 


NOBLE TO OFFER BLUE 
HOLDINGS TO PUBLIC 

New York, Aug. 4.—Edward J 
Noble disclosed yesterday that he 
planned eventually to distribute 
public holdings in the Blue Net- 
work, asserting that radio holds 
such broad public interest that it js 
“only natural to assume that the 
public would be interested in its 
financing.” Mr. Noble added that he 
hoped to distribute holdings in the 
network to affiliated stations. 

Mr. Noble confirmed previous re- 
ports that he had no associates in 
the ownership, and added that he 
did not have any immediate plans 
for a partnership. 


War Council 


Issues New War 
Bond Folders 


New York, Aug. 5.—A new Wa: 
Advertising Council folder, titled 
“A War Message In Every Ad,’ has 
just been issued. 

“From this time on,” the War 
Advertising Council states, “it is to 
be hoped that no advertisement of 
any kind will be ‘put to bed’ unless 
it contains a war message.” 

Reviewing the past six months, 
the Council states that reports by 
285 advertising agencies show that 
1,775 advertisers used war themes in 
their copy as follows: war savings 
stamps and bonds, 1,206; nutrition, 
372; womanpower-manpower, 306; 
Victory gardens, 265; tire and car 
conservation, 260; rationing (red 
stamps), 252; rationing (blue 
stamps), 243; fuel conservation, 185; 
household appliance conservation, 
106; farm goals, 104; economic sta- 
bility, 96; crop corps, 82; absentee- 
ism, 73; black markets, 58; forest 
fire prevention, 19. 

The number of advertisers using 
each medium was as follows: news- 
papers, 1,241; magazines (including 
farm papers), 856; local radio, 722; 
business papers, 699; outdoor, 651 
network radio, 558; direct mail, 511: 
transportation advertising, 202. 

The reports came only from the 
285 advertising agencies and do not 
include advertisements not placed 
through them. The reporting agen- 
cies’ volume is approximately 80 
of the total of all agency-placed ad- 
vertising, it was stated. 


Kodinsky to Mellott 


Harry Kodinsky, former western 
Pennsylvania head of the Office o! 
War Information, has joined M. K 
Mellott & Co., Pittsburgh public re- 
lations concern. Mr. Kodinsk) 
served with OWI for 15 months 
until the agency’s regional and loca! 
offices were ordered closed. Pro! 
to joining OWI, he was on the e«'- 
torial staff of the Pittsburgh Post 
Gazette. 


Named to CED Posts 


William C. Appleton, presic 
American Viscose Corporation, ! 
York, has been appointed a me'n- 
ber of the Wilmington, Del., : 
Chester, Pa., executive commit es 
of the Committee for Economic 
velopment, organized to dev 
postwar planning programs 
particular emphasis upon planrs 
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Mr. Noble dates back 34 years, 


for full employment after the 
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(How Edison General Electric Uses 
: The MARKET DATA BOOK 


OST important manufacturers use the Market Data Book in two ways— 
it he for immediate advertising and merchandising activities, and for planning 
Net- | post-war marketing programs. Thus it is performing the double function of 
“i. aiding sales and advertising executives confronted with war-time merchandis- 
' the @ ing problems, and at the same time is providing a factual basis for the devel- 
athe opment of specific plans for the production and distribution of new or improved 
products to old or new markets. 


aye The experience of the Edison General Electric Appliance Company, long a 
vlan: y leader in its field, is typical. While it is engaged largely in war work, it is not 


neglecting the consumer markets in which it has been firmly established for = 
many years, and consequently it needs information which can be used imme- W. A. GROVE oi 
diately, plus basic market data which can be employed in research for the mar- ° 


: kets it will be developing after V-day. 
W. A. Grove, manager of advertising and sales promotion for Edison General . . . 
‘a Electric Appliance Company, and one of the most widely known authorities in Med 1a Data |: iled In 
a ee ° . . 
” has § the advertising and marketing field, tells the story in the following comments: 
War “The current issue of the Market Data Book came to us at a most oppor- the M. D. B. 
ut) tune time. We are now engaged in preparing estimates of the potential vol- 
unless # yme of our post-war business by products and by markets. Mr. Adolph Rebens- For factual reference data on these lead- 
onths, burg, manager of our market research division, tells me they have found the ing media, consult the Market Data Book 
» that | book particularly valuable, because it enables them to assemble ALL neces- 
ving. @ Saty data in the shortest possible time, instead of searching for needed infor- Advertising, DisteBeutecs of Acsayicn = Michiqna Chrenisle 
P - is ‘ merican Tress ssociation . 
—. mation in widely scattered sources. Atlanta Daily World National Broadcasting Company 
, 306; pe . National Transitad 
car We have used the book frequently during the past two years to help us deity Cited Wicibiing and Manin New Bedford Standard-Times 
(blue fj to evaluate markets and sales possibilities, as well as to check quotas by dis- nase ics Tle sia Teevanl ocd Guide 
Fong tributor territories. It is a most valuable addition to our reference library.” Chitin tin Ceankin Wectd Moreld 
| ° . . P maha World-Hera 
c sta- National advertisers and their agencies, throughout the country, have re- Chicago Defender Oregonian, The 
entee- ri . . > . Chicago Herald-American 
forest § peatedly testified to the many uses to which authentic market information Chicage Sun Pieterial Review 
using Such as is found in the Market Data Book is applied. Not the least valuable ome ra me Provideise Joores!-Dullitin 
lading @ feature of the 500 pages of tables, maps, charts and text matter is reference Se sm ond "verde fea Peaiste Farmer 
», 722; B data filed by media. In these pages they provide the advertiser with basic in- . St. Louis Globe-Democrat 
* 651; 2 . 2 Dayton Daily News Schenectady Gazette 
1, 511; formation regarding market coverage and other essential facts which enable Detroit Free Press 
mm the Media to be evaluated for the specific tasks to which advertisers assign them. DewreR Times Thie Week a 
do not . ..s ° . . Fall River Herald News a R d 
= teer If you are not making full use of the media information given in the Market Federeted Publications, Inc. roy Recor 
agen- # Data Book, you will find by experience that it is just as helpful as the valuable Florida Times-Union WABY 
y 80° : : “ Fort Worth Star-Telegram WAVE 
ed ad- ff material assembled by our editors. Media pages supplement market facts, and Free & Peters, Inc. WCAO 
give point to advertising studies which Good Housekeeping way 
seek to provide effective coverage of Gee Sage Seer bane | 
sage specific markets. Hospital Management WFBL 
MK . Houston Chronicle WGR 
- The Market Data Book is the only Houston Informer WHAM 
dinsk complete reference book for advertisers Institutions bt 
no! . * . i 
d loca and agencies, containing full informa- nee nena WHP 
ed tion on all consumer markets, broken -[peoeee ca — hdd 
P down by counties, cities and states, with KIRO wearer 
national summaries of all prime indica- Knoxville News Sentinel WKZO 
- Pi pte tors of market activity. See that it is a WMAQ F 
2 tantl ilable to all i . KSD WMBD | 
constantly available to all in your organ ‘ 
3 —_— y y 8 KTUL-KVOO WMC i 
c ization who have to work with facts and WOKO 
‘ . Lafayette Journal and Courier wow 
figures on markets and media. Lansing State Journal WPTF 
Don Lee Network Wright-Sonovox, Inc. 
Los Angeles Herald-Express WROL 
Louisville Courier-Journal 
Published by the publishers of Louisville Defender Yankee Network ie 
ADVERTISING AGE and INDUSTRIAL MARKETING ee 


TheMartket Data Bock 


Condumer Marketa Edition 


330 W. 42nd ST., NEW YORK @® 100 E. OHIO ST., CHICAGO 
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Weatherhead Co. 
Launches Drive 


In Newspapers 


Cleveland, Aug. 5.—On the theory 
that any manufacturer, no matter 
how remotely he deals with the 
general public, will benefit from 
newspaper advertising, Gene P. 
Robers, advertising manager of the 
Weatherhead Company, Cleveland, 
announced this week the opening of 
an institutional campaign in 17 
newspapers in nine principal cities. 

Copy, in 1,500 line units, dra- 
matically emphasizes the increased 
suffering and loss of life resulting 
from time lost on the production 
lines and from any individual or 
general let-up in our effort to speed 


victory. First copy will break next 
week. 

The taking of newspaper space 
marks a departure in Weatherhead 
advertising which in the past has 
been limited to the automotive, 
aviation, refrigeration, engineering 
trade papers and a select list of 
national magazines. The company, 
which operates plants in Los An- 
geles, Columbia City, Ind., and St. 
Thomas, Ont., manufactures fittings, 
hose assemblies, hydraulic devices 
and other essential machine parts 
for all types of mobile equipment 
used by the armed forces. 

Papers which will carry the 
schedule are the New York Times 
and Herald Tribune, Washington 
Post, Washington Times-Herald, the 
Press, News and Plain Dealer in 
Cleveland, the Detroit Free Press 
and Times, the Chieago Tribune 


heueogg 


and Times, Seattle Times and Post- 
Intelligencer, Los Angeles Times 
and Herald-Express, the Times- 
Journal of St. Thomas, Ont., and 
Columbia City Commercial Mail- 
Post. 

The entire campaign was created 
and written by John C. McManemin 
Jr., of the copy staff of Maxon, Inc., 
New York, which is handling the 
account. 


OPA Appoints Marsh 


Frank E. Marsh, OPA regional 
administrator for San Francisco, 
has been appointed on a temporary 
basis as executive assistant for field 
operations of the Office of Price 
Administration, a new post an- 
nounced by Chester Bowles, general 
manager of OPA. 


: BONY eee pagan ee ‘ 


Advertising Age, August 9 i943 


Private Lines 


When Chester Foust, now with 
JWT in Chicago, opens a Chicago 
office for Kenyon & Eckhardt Sept. 
1, he’s almost certain to take two 
accounts with him: Kellogg Com- 
pany and Morton Salt Company— 
and perhaps a third important one. 
Kenyon & Eckhardt now has Kel- 
logg’s All Bran, Pep, 40% Bran 
Flakes and Gro-Pup dog food, 
while JWT handles the other parts 
of the account, so the new setup 
will place all the Kellogg domestic 
business under one roof. 


* * * 


Unofficial but reliable figures on 
the soft drink field show cola 
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“Here we are with 3 papers” — each inside 


New York City—each with a record of achievements that’s 


worth a page ad by itself. 


Take circulation gains in all 3 papers: we're now crowding the 


200,000 mark (a new all-time high for the fifteenth consecutive year ). 


a) 
drinks (Coca-Cola, Pepsi - Coj, 
Royal Crown Cola, etc.) accounting 
for almost 60% of the sale of ajj 
soft drinks. The second largeg 
seller, but far behind the cole con- 
coctions, is orange. 

aa * * 


Wholesalers report they’re getting 
ample supplies of cigarets for re. 
tailers and that there’s no need jp 
sight for any kind of voluntary 
rationing. They held a kind of ra. 
tioning “fire drill” recently, how. 
ever, when a strike cut production 
of Camels by R. J. Reynolds To. 
bacco Company. Jobbers got only 
part of their normal supplies fo; 
several weeks, and rationed them 
equitably to stores. Camel produc. 
tion is back to normal now. 

* * * 


The American Legion is consider. 
ing a paid advertising campaign 
using newspapers and radio to 
back OPA’s fight against the black 
market. According to present plans. 
a special committee will be ap. 
pointed after the legion convention 
this fall to raise funds for the ad- 
vertising drive. 

* + x 


Before a trial examiner in Chi- 
cago last week, the Federal Trade 
Commission called in half a dozen 
doctors who figured in the research 
on which Philip Morris bases some 
of its advertising claims. Among 
the subpoenaed witnesses was Dr 
Morris Fishbein, editor of the Jour- 
nal of the American Medical Asso- 
ciation, which accepts Philip Morris 
cigaret copy. The FTC accused the 
company of misrepresentation in its 
advertising a year ago; Philip 
Morris later accused the FTC of 
using partial quotations which were 
misleading and of failing to cor- 
rectly state the substance of Philip 
Morris claims. The FTC probably 
will wind up its case this week 
After the company has entered its 
evidence, the trial examiner makes 
his report to the commission; then 
another interval must elapse before 
Philip Morris knows whether it 
must change its copy or get an off- 
cial FTC blessing. 

* * 


It looks now as though there will 
be no permanent anti-freeze avail- 
able for passenger cars next winter, 
aside from the insignificant amounts 
which may be saivaged from last 
year’s use, or which may be hidden 
in dealers’ storerooms. It is hoped 
that there will be enough alcohol 
available to take care of the de- 
mand, but even this is not certain 
Meanwhile, spokesmen for motor- 
ists point out that last year official 
service stations connected with 
AAA alone received 480,000 calls 
to service frozen cars, compared 
with only 109,000 such calls the 
previous year. Even if alcoho! is 
available, its inability to withstand 
serious temperature changes will 
undoubtedly increase the number 
of freezings considerably. 
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Jaylax Campaign Read 
Long Island Daily Press _ gn p Y . 
; , : 7 k . f li : h k 2 d d d Dr. D. Jayne & Son, Philadelphia, 
Circulation Growth ake retail food lineage: our 3 sheets rank 1st, 2nd, and 3rd among has approved plans for an extensive 
- (A.B.C. Reports) campaign in behalf of its Jaylax at 
_ : : . pectorant, using newspapers an 
> 1928 2 1 lL 2kD58 all papers in New York City. radio. J. M. Korn & Co., which 
1929 30,538 handles advertising of Jayne's 
= 1930 37,862 ; ; ; : cough syrup, also will handle the 
“ 1931 45,900 Take type of circulation: 94% (yes, 94% ), goes into 1 and 2-family new campaign. 
1933 51,032 ; 
1934 38,478 homes — private homes — preferred family areas — people who need c 0 N S 0 T D ATE 
4, co 
1936 72,698 ; 
| 1937 81,699 things and have money to spend. These are the New Yorkers we PRESS CLIPPING 
1939 87.194 bel; q hasis j ; BUREAUS 
1940 93,964 1eve deserve extra emphasis in your newspaper campaign. 
1941 . . . . . 99,838 P y it pais Established 1886 
1942 » os & = eee 
a et Wheth hedules in New York City include 3, 5, or 10 
* ABC (Publisher's Statement) March 31st ether your schedules in New York City include 3, 5, or 10 papers Read all daily English news 


papers in the United Steves 
and thousands of weeklies 


... these “home papers” belong on the list .. . it’s spending your money 
where the dollar return is greatest. We call it “balanced spending in 


New York City.” 


We Serve.... 


Advertising Agencies, Publ’ 
Relations, National Consume 
Advertisers, Industries, Bank 


Railroads, etc. 


For "EXTRA EMPHASIS” on New York City’s “PREFERRED FAMILY AREA” use 
Long Island 


Daily Press 


“Covering the southern halt of Queens” 


Long Island 


Star Journal 


“Covering the northern half of Queens” 


Staten Island 
Advance 


“Covering Stoten Isiond” 


CONSOLIDATED PRESS CLIPP 
BUREAUS 


431 So. Dearborn St., Chicago, 


KANSAS CITY @ MINNEAPOLIS @ NEW TORK © 
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Ow tHe plane down from New York, she 
sat very still, kept her eyes to herself... a 
pleasant faced girl, dark, of middle height, and 
obviously trying not to wrinkle the white dress 
uniform of the Navy Nurses Corps. 

At Pittsburgh, she was first out the door, 
ran like a little girl towards the group outside 
the gate. For a minute, her awed family stared 
at her uniform, then embraced, admired, and 
exclaimed . . . After two years in stations, ships, 
Pacific bases, and the long trip back on the liner 
loaded with wounded, Marie Varese, Lieut. (j.g.), 
was home once more... 


‘Tue Great Depression came early to 
Pittsburgh. Mike Varese lost his bakery in 1930, 
went to work for a bread company. His eldest 
daughter, Marie, fourteen, and in first year 
high, worked after school in a doctor's office. 

The doctor’s office had the usual periodicals 
in the waiting room. It was an article about a 


‘ 
Dit. 


. 


shuik 


nurse in The American Magazine that first 
opened Marie’s eyes to prospects other than a 
factory job and marrying a local boy. The 
doctor helped her get into a training course after 
high school. She was an R.N, at twenty-one. 
Four years of hospital work, of human nature 
at its worst and best; the mixed 
professional, personal and social a. 
relationships that a good nurse y..7 
incurs . . . were all part of her “Tw 
education. But off duty, there was ~ "3 
always home . . . the neighbors who wondered 


why she wasn’t married, the environment she 
hated. The Navy was a way out... even found 
her a fiance, a young doctor met in the service. 


Marie Varese has never lost the habit of 
The American Magazine, never failed to find 
stimulus and suggestion in its pages. On the ship 
that brought her home, she found that its articles, 
read aloud, took the men’s minds off their 
troubles, gave them something constructive to 
think about. Because these men who have given 
much for their country are also the “people 
who give a damn’... 

Much of the human race by temperament 
is close to the vegetable, satisfied with the status 
quo—or at least not dissatisfied enough to do 
anything definite about it. Only a small stratum 
combines wishful thinking with work, ambition 
with action . . . the “people who give a damn,” 
who have a stake in the country and the future, 
who set the standards in thinking and the styles 
in living. For such people, this magazine has 
always had unusual appeal; and from them, won 


“WILL YOU GET YOUR JOB BACK?”. . . Paul Hoffman, 
President of Studebaker Corporation, tells what plans industry is now making. . . 


to employ the 20,000,000 war workers and servicemen who will be job-hunting 


at war’s end... In the SEPTEMBER issue, out August 3. 


THE CROWELL-COLLIER PUBLISHING COMPANY 


250 Park Avenue, New York, N. Y. 


eople who give a damn— 


the unusual response that made it an unusual 
advertising medium. 

In recent years, when individual interests 
became secondary to national safety, and the 
struggle to preserve the national principles, The 
American Magazine began an editorial program 
‘in the service of the nation” . . . to bring to 
intelligent Americans the major facts of national 
life, present policies and politics, blueprint the 
bases of our future. 

The program’s success appears in greatly 
enlarged audience; in increased readership . . . 
more mention and respect in the press, in 
Washington and world capitals, more influence 
as a medium for ideas—and advertising! .. . 

Even with circulation restricted, newsstand 
sales still continue their three year rise. And 
the advertiser fortunate enough to be in its pages 
gets plus value from the kind of an audience no 
other major medium offers! . .. Have you seen 
The American Magazine lately? The September 
issue is worth seeing! 


IN THE SERVICE OF THE NATION i 


America 


CAN WE LET THEM STARVE? » HERBERT u. Lenman 
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Universal Match 
Appoints Bernstein 


Universal Match Corporation, St. 
Louis, has appointed Philip Bern- 
stein district manager of the com- 
pany’s Chicago office. He will serve 
as advertising and sales promotion 
manager, and will direct a staff of 
salesmen covering the Chicago ter- 
ritory. Mr. Bernstein was formerly 
vice-president and sales manager of 
Meyer Both Company, and more 
recently was a vice-president of 
Bozell & Jacobs, Chicago. 

Harry Golden, who has been 
Chicago district manager for the 
past ten years, was recently ap- 
pointed central sales manager. 


Ge 
eo he i ‘ 


STUDIOS INC. 


540 N. MICHIGAN AVE. » CHICAGO 


Whitehall 5355 


Postwar Home 
Purchase Plan 
Gets New Backers 


Buyer, Builder and 
Financing Agency 
Sign Contract 


St. Louis, Aug. 5.—Growing in- 
terest was expressed among home 
builders, banks and _ investment 
companies this week in the possibil- 
ities of a home purchase agreement 
built on the wartime advice, “Buy 
tomorrow’s home today.” 

The plan, sponsored by the St. 
Louis Builders’ Guild, a group of 
almost 350 builder, associate and 
affiliate members, provides an ac- 
tual contract which is signed by the 
prospective home owner, the 
builder and the financing agency. It 
is believed to represent the first 
complete contract form which is an 
actual order for the home owner to 
the builder—with the former buy- 
ing now for future delivery when 
materials and labor can be ob- 
tained. . 

Foreseeing a postwar need of 


900,000 homes during the first six 
months after the war ends, Dolores 
C. Muller, executive secretary of 
the St. Louis Builders’ Guild, orig- 
inated the home purchase agree- 
ment, a copyrighted plan. The 
actual contract was devised by Mc- 
Cune Gill, vice-president, Title In- 
surance Corporation, St. Louis. 


Other Cities Interested 


A number of prospective home 
owners have started to invest their 
savings in this novel manner, ac- 
cording to Mr. Gill. Groups in other 
cities have shown interest in the 
plan, and Miss Muller has started 
on a tour of these cities to explain 
the complete setup. Among those 
who may adopt the contract form 
are builders and financiers in New 
York, several western lumber com- 
panies, and mortgage firms engaged 
in nationwide operations. Special 
licenses pave the way for use of the 
plan in cities other than St. Louis. 

Although no advertising has been 
employed to promote the idea, it is 
adaptable to promotion by individ- 
ual builders or citywide groups and 
the guild’s executive secretary is 
preparing copy for possible use 
along these lines. 

After considering other possibili- 
ties, the St. Louis builders agreed 
on the present plan as providing the 
best method for the home owner to 
save his money under a definite 
contract. Safeguards are provided 
for all normal contingencies and the 


home owner may even cancel the 
deal at a later date, if necessary. If 
he exercises the withdrawal priv- 
ilege, however, $100 of the initial 
payments go to the builder for costs 
assumed at the start, and $50 to the 
depository bank. 


Payments Start at Once 


Parties to the formal contract are 
the purchaser and his wife, the 
bank, trust company or savings as- 
sociation, and the private builder or 
his company. The purchasers agree 
to make monthly cash deposits, 
starting at once, and to continue 
making such payments until a 
stated equity is completed. The 
purchaser may elect to pay in more 
than the minimum amount. 

The contract makes provision, if 
desired, for the purchase of govern- 
ment bonds with the funds, which 
may be cashed when the time for 
actual construction arrives. This 
provision ties in with the “buy 
bonds now” appeal and yet ear- 
marks the savings for a_ specific 
postwar purpose—the same “instal- 
ment in reserve” selling employed 
by manufacturers of various goods 
who are now engaged 100% in war 
work. 

A specific piece of property may 
be agreed upon at once, or at some 
later date, and likewise plans and 
specifications may be set now or in 
the future. The contract was de- 
signed to be binding but flexible 
enough to provide for contingencies. 


People who want your product, or who want it 
serviced, naturally ask—where? Here’s how you 
can give them a direct answer. 


Have your trade 


mark displayed in the Classi- 


fied section of telephone books at the proper 
classification for your product. Arrange to list 
your local outlets under it. (See example below). 


With your dealers so closely identified, you 
direct readers of your magazine and newspaper ad- 
vertising to them by the use of a simple statement. 
For example, Devoe and Raynolds ads carry this 


EZ 


. ORY 
CLASSIFIED TELEPHONE pirecr~ y 

pe or x; 

x | A womens Grote ata 


“basa “— HERE TO GET SERVICE” " 
: \ His Address Tel. te. 
Beep | yee (ae tis As is Me 
7 Your Lo His Address = = 
= | Dealer His Address . Tel. No. 
aoe Your LO _ Tel. No. 
Local Dealer His Address 
nerme Your raster His Address Tet. Oe. 


line, “Look for your local Devoe and Raynolds 
Paint dealer in your Classified Telephone Book.” 

Many other advertisers use a similar reference 
to direct buyers to the point of sale. They find 
that it sends more prospects to their dealers — 
makes their advertising more resultful. 


SEND FOR BOOKLET 


Read in detail about the Trade Mark Service 


identification plan for your branch offices, 


distributors or retail outlets. 


Trade Mark Service Manager 


195 Broadway, New York 7, N. Y. 


Type of Business 


——--—-—-—-—-——-—-—----, 


American TELEPHONE AND TELEGRAPH COMPANY 


Please send your Trade Mark Service booklet to 


> 
> 
to 


- | 
4 


Advertising Age, August 9 
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WHOS BUYING 
YOU ORI? 


To stimulate saving for the Third Wa, 
Loan campaign next month, Crocker 
First National Bank, San Francisco 
adopted some compelling baby talk about 
taxes, freedom and real economy. San 
Francisco newspapers were used, and 
hundreds of reprints were requested, 
Doremus & Co. handles the account. 


Later, when materials and labor 
can be obtained, the parties sign a 
building contract which sets the ex- 
act cost. The bank, trust company 
or savings association makes the 
necessary loan, with FHA approval 
and insurance, and a title company 
disperses the funds, avoiding con- 
plications over the title or mechan- 
ics’ liens. 

The definite advantages to such a 
home purchase agreement, accord- 
ing to Mr. Gill, include: the pur- 
chaser has a definite objective and 
an incentive to save the necessary 
money; he will have ample time to 
plan the home, avoiding last-minute 
changes and extras that send costs 
soaring; the savings will provide an 
excellent equity, thus making later 
borrowing easier; and, last but not 
least, he will have first call on the 
services of the builder. 


BEST RADIO BUY 
IN BALTIMORE! 
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SOME CUTTING REMARKS 


ONSTANTLY STRESSED here at C. M. & H. is the importance of every 


operation no matter how small. A lot of people wouldn’t pay much attention if you started to talk about 


cutting of paper stock. We'll make it a 10 to 1 bet they would if they knew careless cutting caused so 


many register difficulties. Cutting is just one of the things that are all important in the job of offset print- 


ing at C.M.& H. As part of the complete beauty of our Veritone* process, it is put in the same skill 


classification as our plate making and press work. We are as proud of our work as you will be to have it 


bear your sales message. 


CM &Hi Offset Printing Co. 


DIVISION OF COLLINS, MILLER & HUTCHINGS + PHOTO-ENGRAVERS 


207 NORTH MICHIGAN AVENUE «© CHICAGO 


*Registered Trade Nome of C. M. & H. Offset ‘i 3 


COPR. 1943-C M.£ H., CHICAGO 
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“Allocations” for Paper? 


Unconfirmed rumors have been 
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PUTTING A SLOGAN TO THE TEST 


Advertising Age = ©) 


—E. Simms 


Campbell in the August Esquire 
Copyright 1943 by Esquire, Inc. 


"Pepsi-Cola, Pepsi-Cola—" 


Ad-libbing 


Home of the Future 

Square D Company and _ its 
agency, Reincke-Ellis- Younggreen & 
Finn, had a lot of fun with this ad- 
vertisement, running in the August 
Architectural Forum. It is a pic- 
ture of tomorrow’s home, “If we 
believe all the predictions we read,” 
and it pokes good-natured fun at 
the miracles in home construction 


improvement? Are you satisfied 
with the Socialist administration’s 
handling of your interests? If your 
answer to the above question is NO, 
and your dissatisfaction has reached 
a point where you feel that you may 
conscientiously be serving the best 
interests of the taxpayers of Bridge- 
port by seeking office as an inde- 
pendent candidate in the coming 
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Information 


| for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa 
advertiser or advertising agency 


executive writing on his busines: 

letterhead. 

No. 2211. Wisconsin Network Fil. 
Folder. 


This new folder contains a may 
of Wisconsin, showing the coverage 
of the eight radio stations whic: 
comprise the Wisconsin Network, 
Inc., with market data on popula- 
tion, retail sales, industrial and 
recreational activities, Army camps, 
etc. 


No. 2212. Upon Our Shoulders. 


American Legion Magazine has 
issued this brochure, which outlines 
the youth program sponsored }) 
the American Legion, and shows in 
text and illustrations how the pub- 
lication acts as coordinating agen 
between Legion posts throughout 
the country in the organization and 
conduct of numerous activities fo: 
boys’ and girls’ groups. 


would pit publications against com- | bhi aa at. | No. 2213. Ingenuity. 
coming out of Washington to the satliiets - same Pesci fields | Wich oe oe = ge Bh pro a eas ee “eestnasies American Printing Ink Company, 
, , ca. ss , starts wl e x- 4 . ” F are - inti 
effect that WPB is seriously consid-| of activity. nite eee eisai Civic interest and pride; unblem-|4ivision of Genet al ae Ink 
ering changing the basis of paper| Perhaps we are giving too much |ished character, and legal voting Corporation, has issued on 1S hwy 
distribution to an allocations rather|emphasis to a proposal which may neath bbnena madnananene nasil residence in the city of Bridgeport.” po egal = gang paceman 
than a rationing basis. Under the| never reach the stage of serious ne-ctows we onan In the best advertising tradition, se at i benced chen Cienielinh 
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in counties surrounding Syracuse, 
N. Y. It shows brand preference 


of relative essentiality, which up to| and book paper. 
this time WPB has 


They have shown | 
carefully | skill and ingenuity in meeting these | 


|may be obviated when the an- 
/nouncement is made that there are 


ee 


e is : ; 5 rigt- | additional time spent in the home 
avoided. It is obviously the most) problems up to now, and they will | nO oy vane ry pgp lista paseo of wer news end redi 
difficult and dangerous proposal|face even more severe restrictions fot ag i er Mase ie oo Ml listening habits. 
which could be undertaken, for it} with equal courage if the facts = ; : 
, - 4 pee - anery = |ment. . . No. 2152. A Collector's Item for 
would be next to impossible for|show that they are necessary. | Good news for housewives. OPA Timeb 

s13 . aa E Ms . | , TS. 
anyone, even an expert familiar The people are the best judge of PMEOUYETS 


with all kinds of publishing and all 
varieties of reader requirements, to | 
determine with anything like fair- | 
ness and accuracy the position | 
which any publication should be | 
given under such a program. 

Besides raising the basic question | 
of the freedom of the press, guar- | 
anteed by the Constitution, requir- 
ing publications to prove that they 
are not only essential, but relatively 
more essential than some other 
journal, would impose an extremely 
complex task upon both publishers 
and the WPB. It would raise dan- 
gerous competitive questions among 
various types of publications, and it 


| what is needed and essential, and 


|to make 
}are supplying information, inspira- 


|zine which helps a woman worker | 
in a war factory to obtain necessary | polishes shoes, ejects dog from fa- | milady’s 


no one in Washington is big enough 
such a decision for the 
public. All of our channels of com- 
munication in the publication field 


tion or entertainment, and who is 
there to say that the movie maga- 


SQUARE fF) COMPANY 
is=3 . . 
| 


terior painted with a newly-de- | 
veloped invisible paint, and ends, | 
appropriately enough, with a| 
“newly-developed visible door-| 
knob. Serves as a landmark in lo- | 
cating entrance to home. Turn of| 
knob automatically cleans and | 


|says no ration stamps needed for 


Alemtejo, Bgug-Panir, Daralag, 
Eriwani, Gex, Isigny, Laguiole, 
Quacheg, Schafzieger, Tali, Tworog 
and Vlasic. All cheese. . 

A gadget to remove fuzz from 
peaches was one of 543 items re- 
cently patented, according to the 
Official Gazette of the U. S. Patent 
Office. But when a gadget is in- 
vented to remove that fuzz from 
limbs for a_ smoother, 


relaxation is less essential than the|vorite chair, and tunes in news| evener application of the 101 leg 


Wall Street Journal to a note 


executive? 

“Essentiality” is a dangerous 
measuring-stick for publications. 
Let’s stick to the equitable rule of | 
even-handed rationing for all. 


How Canada Does It | 


Canada is a part of the British 
Commonwealth of Nations, and as 
such is taking the war in its stride, 
doing its part with minimum hys- 
We have had 
the feeling that in spite of obvious 
differences in population, industrial 
output and military requirements, 
the Dominion could teach us a lot 
about how to meet war problems 
with intelligence and efficiency 

Paul Mallon, whose syndicated 
column, “Behind the News,” is 
appreciated by millions of 
paper readers, recently contributed 
a discussion of 


teria and confusion. 


news- 
Canadian methods 
related 
would make good 


of handling rationing and 
problems which 
reading for those in our own gov- 
ernment who are finding them so 
difficult of solution and so produc- 
tive of irritations and confusion 
“The Canadians have 
much 
food, price and civilian war econ- 
omy than the United States,” is the 
“The real 


- ) 11 +) hy 
ol her succes is (Nhat she Nas 


done a 
handling their 


better job of 


way he sum t up 


kept prices down by ruthless prose- 
cution penalties against price viola- 
tors. . . Her whole handling of her 
civilian economy has been calm and 


therefore efficient. The confused 
point system of food rationing 
which we have had has. been 
avoided. 


“Meat, tea, sugar and coffee are 
rationed, but on a basis allowing a 
certain number of pounds per 
period, so that every housewife and 
merchant can compute through the 
ration books which have 
issued exactly what is allowed. 

“Any child can understand the 
arrangement. Each person there- 
fore gets his share. Nothing is lost 
in the of point 
gling.” 

Chester 


been 


complexities jug- 
Bowles, new general 
manager of OPA, has stressed his 
intention of simplifying our ration- 
The Canadian ex- 
should be examined for 
practical ideas as to how to elimi- 
useless complexities in the 
existing U. S. system. 


ing procedures 
ample 


nate 


program.” 

Square D gets in its licks by as- | 
serting that although it does not| 
now what tomorrow’s house will | 
look like, home owners will want | 
the convenience and comfort of | 
Square D multi-breakers. 


New Political Device 

There has never been much ex- 
citement around advertising spon- 
sored by or for political candidates, 
urging the Great Common Peepul 
to vote for Doakes, and from what 
this column has seen of recent po- 
litical advertising, there is very 
little likelihood that there ever will 
be much excitement connected 
with it. 

In these days, however, when ad- 
vertisers are using their own money 
to beg customers to stay away from 
them, to wear five-year-old shoes 
and seven-year-old suits, and to 
avoid buying anything from anyone, 
one might reasonably expect a tre- 
mendous upheaval in political, as 
well as every other kind of adver- 
tising. 

Last week the Progressive party 
of Bridgeport, Conn., provided the 
upheaval, at the same time proving 
that it is well named. The Bridge- 
port Progressives turned to the help 
wanted columns of the Bridgeport 
Telegram to advertise for candidates 
to run in the municipal elections 
this fall! 

Here’s what they said: 

“Are you civic minded? 

“Do you think your district needs 


lotion stockings on 
that'll be the day. Then the ladies 
might do without the 
stockings as well. ... 


the market, 


Sugar centers for golf balls will | 


add extra yards to duffers’ drives 
after the war, experiments indicate. 
A Goodrich researcher says the 


new type center, including water as | 


well as sugar, will be permanently 
liquid, even at low temperatures. 
He holds that liquid centers, popu- 
lar before the war, are definitely 
superior to solid cores. . . 
Christmas cheer by way of tradi- 
tional greeting cards will be bigger 
than ever this year. Card manufac- 
turers say loss of artists to the 


|Army camouflage corps hurts, but 


there are plenty of verse-makers 
left. The holiday supply of cards 
is already in retailers’ hands. Pa- 
triotic card makers are _ worried 
about WPB’s recent cut in their pa- 
per use to 60% of 1942 consump- 
tion. It means fewer and slimmer 
cards next year if the industry is to 
hold its hundred million dollar an- 
nual business. . . 

Al Leininger, perhaps because of 
his recent interest in grandfather- 
hood as well as because of his busi- 
ness, is busy inducting numerous 
admen into “The Parents’ Magazine 
Fraternity of Famous Fathers,” and 
conferring on them “The Order of 
the Pin and Nipple.” The induc- 
tion ceremonies consist of a super- 
diploma, complete with handsomely 
lettered-in name, gold seal and pink 
and blue ribbon... . 


cosmetic | 


Radio Station WOW, Omaha, ha 
issued this brochure, which it has 
labeled the first mail map eve 
issued which conforms to all stand- 
ards recommended by the Fou 
A’s, Radio Executive Club and the 
research and broadcast advertising 
divisions of the NAB. The new 
coverage map is the result of a 
year’s study of mail received from 
WOW listeners in a 12-month period 
prior to Nov. 1, 1942. 


No. 2127. A Tale of 412 Cities. 

National Broadcasting Company 
has released this booklet which is 
the second volume of the report 
its all-county survey of daytim 
preferences of radio listeners in 412 
cities. 


No. 2134. 
Event. 
The Chicago Sun has issued ' 
| brochure, which announces a 
woman’s page feature designe: 
help parents solve wartime p 
lems in connection with child car 
and gives the details of the pri 
tion campaign being put behind ‘h¢ 
three-times-a-week articles wri''¢! 
by Mary M. Aldrich which star’ 
the March 14 issue of the Sun. 


No. 2167. Let’s All Raise Food 
Victory. 

The Los Angeles Times has is 
this booklet, which describes in e- 
tail the Times Victory Garden Clu! 
one of its wartime public services, 
and illustrates the promotion A 
editorial support put behind it, id 
evidence of reader response. 


No. 2126. A Miracle Farm Market. 
Station WDAY, Fargo, N. D., %% 
issued this booklet, which tells wY 
the Red River Valley is callec 4 
miracle market, giving figures 
value of farm lands and build 
and retail sales. A county tab' 


Announcing a Blessed 


tion shows WDAY’s coverage, ‘ 
population and sales data for 
mary and secondary areas. 
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Bostonian Shoes 
to Launch Unusual 
Campaign This Fall 


(Picture on Page 43) 

Whitman, Mass., Aug. 4.—Predi- 
cated on the assumption that shoe 
manufacturers have done compar- 
atively little to publicize the con- 
tribution of the industry as a whole 
to the war effort, Commonwealth 
Shoe & Leather Company, maker 
of Bostonian shoes for men, has re- 
jeased plans for an unusual adver- 
tising campaign to break in the fall. 

Full pages in color will be used 
in Collier’s, Life, and The Saturday 
Evening Post. The initial adver- 
tisement will show a soldier encir- 
cled by eight pairs of assorted spe- 
cial duty shoes worn by troops in 
various branches of the Army. 
“Thanks a Million Dad!” says the 
soldier in the advertisement, add- 
ing, “this time we really got our- 
selves an Army.” 


Booklet to Support Campaign 


“Take shoes,” the soldier con- 
tinues. “We’ve got special ones 
just for jungle fighters, others for 
mountain climbers, still others for 
tree-climbing snipers, for pilots, 
paratroopers, ski-troopers, and arc- 
tic fighters. And that’s not count- 
ing the regular G. I. shoes every 
soldier gets—we all get two pairs 


ae 


Single inquiry 


sends 200,000 
‘smokes’ abroad 


One evening, on his 9:15 KSO 
newscast, Stanley Dixon ex- 
plained the importance of 
“Smokes for Soldiers.” A Des 
Moines business man* imme- 
diately phoned-in — and signed 
up for 200,000 cigarettes. 

Unusual? Yes, but such 
things happen often enough, 
not to be miracles either for 
Dixon or KSO. 


Years in Europe, Africa and 
Asia have made Stanley Dixon 
familiar with foreign news 


locale. Yet his Mutual broad- 
casts originating at KSO, have 
a “grass-root” slant, in sound 
contrast to newscasts from 
either coast or Washington — 
a slant keyed to the average 
man and woman. 

Dixon is available for local 
sponsorship in many Mutual 
Markets—or full network spon- 
sorship. Current time: daily at 
11:00 am. EWT — Sunday at 
1:00 p.m. EWT. For details, 
write or wire KSO. 

{. C. Holman, President 


Niland Potato Chip Co. 


KSO 


BASIC BLUE 
AND MUTUAL — 
5000 WATTS — 


| The Cowles Stations in a 
DES MOINES 


A” \ated with Des Moines Register & Tribune 


eee 
ae 
$ 


of those, and six more ready when 
we need ’em.” 

The campaign will be supported 
by a colorful booklet for consumer 
distribution. This booklet, in full 
color, illustrates many of the com- 
bat boots worn by American troops. 
Each page shows a soldier in a dif- 
ferent branch of the service wear- 
ing typical combat equipment and 
asks the reader to identify the 
branch of service and type of shoes 
worn. 

Since Pearl Harbor the Army 
alone has called for 34 different 
types of combat shoes especially 
designed for fighting in every 
quarter of the globe. In addition to 
taking care of these gigantic foot- 
wear requirements for our armed 
forces, the shoe industry has been 
filling large orders for our allied 
armies. 


Since Dec. 7, 1941, the Army has | 
ordered more than 50,000,000 pairs 
of boots and shoes made up of 249) 
different sizes, ranging from 3%) 
AAA to 15% EEE. 

The Army has laid special stress | 
on the proper fitting of shoes and | 
the Army quartermaster is pre- 
pared to take care of any unusual 
footwear situation. Ninety-five per | 
cent of the men who need special 
shoes will be wearing the proper | 
kind of shoes for the first time in| 
their lives. 


cost between $35 and $125 a pair. 
Every soldier gets two pairs of 
regular G. I. shoes and six more 
pairs are held in reservé to be is- 
sued as needed. Commonwealth 
Shoe makes several of the 34 types 
which go to make the world’s 
strangest footwear “wardrobe.” 


In civilian life this | 
kind of service and shoes would | 
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Fuller & Smith & Ross, New) 
York, handles the Commonwealth | 
account. 


Gordon Joins Nestle 


Jule Gordon has resigned as east- 
ern sales manager and member of 
. the board of F. W. Fitch Company 
Names Fairfax Agency | to become director of retail sales of 
Princeton Silk Corporation, New | + agen mee Pep type plies 
York, has appointed Fairfax Adver- | © W : ” 
tising Agency, New York, to direct — - po a A “e—" products 
its advertising. Business papers, og ae ——— = chan- 
magazines and display material will oh S by Jd. tli lic company, a 
be used to introduce Ramatizing, a| ©2@8e 1n selling policy in anticipa- 
new fabric finish perfected by tion of postwar developments. 
Princeton. 


Write for circular on 


Names McGivena Agency ae. ’ 
Kollmorgen Optical Corporation, | FLUORESCENT 


New York, manufacturer of mili-| 
tary, naval and aeronautical instru- 
ments and lenses, has appointed | 
L. E. McGivena & Co., New York, 
to handle its advertising. | 


LIGHTING 


Business Weather Bureau 


In fair-weather days of economic stability it is 
relatively easy for a well managed business to 
make modest profits. 


But the years ahead are years of change... 
times that can bring big losses, or opportunities 


for good profits. 


The business enterprises which will come out 


on top are those whose managements spot the 
trends and act on them first. 


“Those businesses,”” says BW’s Financial Editor, 


“are the ones that watch the early development 
of factors that will determine the future — for, 
by the time those factors have worked them- 
selves out, everyone will know about them... 
the risks will have been run willy-nilly ., . the 
opportunities will be gone.” 


Re, resented by The Katz Agency | 


Management-men look upon Business Week as 
their business weather bureau. It reports the 
approaching storms, measures the varying 
winds, charts the shifting pressure areas as they 
move across the business landscape. There’s a 
business weather report on every page of Busi- 
ness Week, guiding the wise management-man 
week-by-week in his decisions. 


The usefulness of this concise, unbiased inter- 
pretation and reporting of all business news 
in the making ...of Washington developments, 
international affairs, finance, production, labor, 
new products...has earned Business Week 
half a million executive readers, and, conse- 
quently, more than half a thousand aggressive 
advertisers. 


BUSINESS WEEK— [he News-base of Management’s Decisions 
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Executive Changes 
Announced by GM 


E. B. Newill has been named gen- 
eral manager of the Allison Division 
of General Motors Corporation in 
Indianapolis, replacing F. C. 
Kroeger, vice-president, who has 
been granted a leave of absence due 
to illness. 

C. R. Osborn, recently elected a 
vice-president, will be in direct 
charge of the Electro-Motive Divi- 
sion at LaGrange, Ill. A. W. Phelps 
has been transferred from Electro- 
Motive to be assistant to E. F. John- 
son, vice-president of General 
Motors, with headquarters in De- 
troit. 


Goldbach Joins Meaney 


Eugene D. Goldbach has joined 
Philip J. Meaney Company, Los 
Angeles, as account executive. He 
formerly operated his own agency 
in Toledo, O. 


BOOKLET MAILED TO 
RXECUTIVES ON REQUEST 


- WILLIAM BALSA 
Wi BALSAM 


» . e 
540 NOMIOHIGAN - CHICAGO - WAITEHALL 7819 


‘Tth Column’ 
Drive Extended 
Into Second Year 


Community Campaigns 
and M-G-M Film Aid 
Company's Efforts 


Boston, Aug. 4.—With two recent 
developments giving fresh impetus 
to the drive, Liberty Mutual Insur- 
ance Company has swung into the 
second year of its campaign to 
“Smash the 7th Column” — the 
carelessness that causes accidents 
on the home front. 

Hollywood has recently accorded 
the Liberty Mutual slogan recogni- 
tion with the release of “Seventh 
Column,” produced by Metro-Gold- 
wyn-Mayer, a short film which 
supports the campaign theme. And 
the United States Junior Chamber 
of Commerce has just completed a 
successful one-week community 
drive in Washington, D. C., and 
through a national committee ex- 
pects to “Smash the 7th Col 
umn” in 850 cities throughout the 
country. 

Prepared by Batten, Barton, Dur- 
stine & Osborn, the striking series 


of Liberty Mutual advertisements 
started appearing just over a year 
ago in newspapers, national maga- 
zines including Life, Look, News- 
week, The Saturday Evening Post 
and Time, and a substantial number 
of business papers. A booklet de- 
scribing 7th Column dangers and 
methods of meeting them was 
offered in the advertisements, and 
more than 2,000,000 copies have 
been distributed since the series 
was launched. Posters and other 
printed matter supplement the 
campaign. 


Is Victory Aid 


Bennett Moore, vice - president 
and director of public relations for 
Liberty Mutual, who is directing 
the campaign, credits its success to 
the fact that it has made a direct 
contribution to victory. 

“With war the dominating con- 
cern of every citizen and every 
phase of American life dedicated to 
victory,” he _ said, “advertising 
would virtually be eliminated for 
the duration were it not for the fact 
that business and industry are 
showing enough confidence in the 
future to carry on wartime institu- 
tional advertising. Editorial adver- 
tising is as compelling and vivid as 
normal sales advertising when it is 
utilized to mobilize public support 
for constructive action. 

“We have never claimed that we 
were winning the war. We simply 
recognized the fact that we were 
obligated, as the largest writer of 
workmen’s compensation insurance 


and the second largest writer of all 
forms of casualty insurance, be- 
cause accidents were our business. 
We knew their causes, their damag- 
ing effects in suffering, money, 
waste and production delay. If we 
could in some way sell the public 
on. the menace of accidents and 
exert any effort, however small, in 
their prevention, we would help 
speed the day of victory. At the 
same time, we could make the posi- 
tive aid of preventive insurance 
make more sense if more and more 
people could be made to see that 
insurance costs could be greatly re- 
duced and insurance values could 
be greatly increased if accidents 
could be prevented. We knew of 
no better way to keep our name 
alive in time of war when selling 
restrictions were certain to multi- 
ply.” 
Supports Red Cross 


One of the advertisements urged 
readers, “Don’t give your blood to 
the 7th Column—Give it to the Red 
Cross.” A striking photograph of 
a bleeding hand dramatized the 
slogan. Posters also accompanied 
this advertisement, whose influence 
drew commendation from Red 
Cross, safety, industrial and civic 
leaders. 

The formula for a community 
drive was established in Nyack, 
N. Y., where every man, woman 
and child was rallied behind the 
7th Column drive. Successful cam- 
paigns followed in Kansas City and 
Omaha, resulting in lowered acci- 


Don't Send a Boy 


to bring home the New England Market 


Big, prosperous, populous New England is worth capturing, and there is one radio station 


powerful enough to grab it for you. The name is WBZ. 


© 


wGt e WBZ @e WBZA 


e KYW 


wallop for 95% of New England’s retail outlets. 


e KDKA 


Westinghouse Radio Station WBZ bestrides New England like a colossus — from Martha’s 
Vineyard to the Canadian border. Its intensified 50,000 watts get action in tiny towns, on 


distant farms, in population centers. Its NBC and local programs pack an irresistible 


Do a man-sized job on eight million people. Send WBZ for extra New England sales. 


WESTINGHOUSE RADIO STATIONS Inc 


wowo e 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


In Time Aug. 2, Liberty Mutual placed 
this page calling attention to the movie 
"Seventh Column," 
Smith. 
the U. S. suffers from a shortage of man- 
power, accidents deprive the nation of 
the working time of 1,500,000 men and 
women for a full year. 
urged to see the picture at their local 
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ACCIDENTS FILMED 


ene 


A MOVIE IS Born 


= - usrary > 


—_ 


ee ee ee 
Spe TRS MRS ET PPE oe oor 


narrated by Petes 
The copy emphasizes that while 


Readers are 


movie. 


dent rates and drawing commenda- 
tory messages from WPB Chairman 
Donald Nelson, Joseph B. Eastman, 
director of the Office of Defense 
Transportation, Chairman Paul Mc- 
Nutt of the War Manpower Com- 
mission; and Sen. Robert R. Rey- 
nolds, 
military affairs committee. 


paigns. throughout the country, Mr 
Moore 
pattern set up in Washington, in- 
cluding a Church Day, Government 
Day, Business and Industry Day, 
Traffic and Pedestrian Day, Home 
Day and Children’s 
chants 
devoting window space to exhibits. 
Women’s clubs, 


schools, playgrounds and _ police 
were organized. Half a _ million 
booklets were distributed. Radio 


stations carried spot announcements 
and programs, and there was one 
15-minute coast-to-coast broadcast 
over NBC with Clifton Fadiman as 
master of ceremonies during which 
a message from President Roose- 
velt was read. 


been continued in many other ways 
Lewis and Conger, New York spe- 
cialty store, gave over display win- 
dows to devices designed to hel; 
the housewife avoid accidents. Bon- 
wit Teller and John Frederics fea- 
tured women’s clothing and 
trimmed with luminous paint t 
reduce accidents to pedestrians in 
dum-outs. Several magazines, in- 
cluding Esquire, Mademoiselle and 
Vogue, 
additional support to the drive. A 
one-day telegraphic 
accidents throughout the nation on 


was started by Liberty Mutual not 


chairman of the _ Senate 


Stimulus for community cam- 


indicated, will follow the 


Day. Mer- 


supported the drive by 


luncheon = groups, 


Stores Cooperate 
Over the year the campaign has 


Sze 


hats 


carried spreads lending 


summary of 


Dec. 7, 1942, first anniversary of p 
Pearl Harbor, also spurred the 
campaign. n 


The drive against the 7th Column 


ing Women While 
They’re Young 

Published by GIRL SCOUTS 
55 B. 44th Sc., New York 


m Member of 
- THE YOUTH GROUP 


200,000 ABC! 
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to sell insurance, but as a public 
: oil ce campaign to help win the 


cB y calling attention to the men- 
ace of accidents which can _ be 
avoided,” Mr. Moore declared, “we 
are not only helping to conserve 
manpower, transportation, living 
quarters and materials on the home 
front, but we are also helping to 
keep ‘morale at a high level by pre- 
yenting suffering and death. 

“We intend to lend continued 
support to this drive by utilizing 
every available advertising and 
propaganda medium. The war has 
given advertising a great oppor- 
tunity for increased responsibility 
and ! recognition. When the history 
of this war is written it is my guess 
that the historians will give sub- 
stantial credit to industry and man- 
agen vent, and that will be due to 
the fact that industry has not only 
made a great contribution to vic- 
tory but has told its story through 
advertising and the other forces of 
legiti mate propaganda. Those of 
ys in the service group who have 


Ziff-Davis Names 
Foreign Correspondent 


Kenneth R. Porter has been given 
a roving commission as correspon- 
dent for Flying, Radio News and 
Popular Photography, published by 
Ziff- Davis Publishing Company, 
Chicago. He has just arrived in 
London on the first leg of a global 
trip to report on aviation, radio and 
photograph uses and developments 
in the war. 


C-P-P Names Livingston 

Leon Livingston Advertising 
Agency, San Francisco, has been 
appointed by Colgate-Palmolive- 
Peet Company to handle advertis- 
ing of Peet’s granulated soap in 11 
western states. Ted Krough is ac- 
count executive. 


Eureka Campaign — 


to Feature Women 
in War Work 


New York, Aug. 4.—Eureka Va- 
cuum Cleaner Company will launch 
a new series of institutional adver- 
tisements the latter part of August 
highlighting the role of women in 
war work, and designed to attract 
and interest women in taking jobs 
in war industries. 

Initial full-page black and white 
advertisements will appear in Mc- 
Call’s and The Saturday Evening 
Post this month, with the schedule 
calling for monthly _ insertions 
throughout the remainder of the 
year. Business papers will also be 


used. 


Theme of the new series stresses 
that wives, sweethearts, mothers 
and sisters of men in the armed 
forces can help their loved ones by 
taking jobs in war plants to end the 
war quicker and bring their men 
home _ sooner. [Illustrations will 
show women in typical war jobs 
at Eureka, where 70% of the per- 
sonnel is now women, with a back- 
ground of “her” soldier or sailor in 
action. At the same time the series 
is designed to aid the government’s 
campaign to recruit more women to 
essential war jobs and alleviate the 
manpower shortage. 

Geyer, Cornell & Newell is the 
agency. 


Sam Gallay Moves 

Sam J. Gallay, advertising, has 
moved to 67 W. 44th St, New 
York. 
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Gregory Joins Schenley 


Sherman D. Gregory, formerly 
manager of WEAF, New York, who 
resigned in May of this year (AA, 
May 24), has been appointed radio 
director of Schenley Distillers Cor- 
poration, New York. Mr. Gregory 
will direct all radio activities of the 
company, supervising such shows 
as “Cresta Blanca Carnival,” “Roma 
Wine Comedy Show,” both on CBS, 
and “Alec Templeton Time,” on 
the Blue Network for Dubonnet 
wine. Roma and Dubonnet are 
both subsidiaries of Schenley. 


Appoints Weintraub 

Connar Products Corporation, 
Newark, N. J., maker of Connar 
major zippers, has appointed Wm. 
H. Weintraub & Co., New York, as 
its agency. 


jided the production industries 
laced have an equally important oppor- 
movie (| tunity to make our services make 
Pets more sense to the people. The re- 
while sults will benefit all.” 
f man- 
ion of R&R Transfers Watson 
mn and Robert M. Watson, manager of 
yer Ruthrauff & Ryan’s San Francisco 


office since July, 1940, has been | 
transferred to the agency’s New 
York office as an account executive. | 
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1y win- decide things in 
to hel; r 
s. Bon- i the metalwork- 
ics fea- Ming plants that account for over 
By ")% of the business of the in- 
ians inf§dustry, keep posted by reading 
Mle oa STEEL * * * They read it for 
lending news, for business trends, for 
on a production and _ engineering 
tion onf#help. Through its advertising 
“ of ‘ 
ea the bages they keep informed on 
new developments, improve- 
Colum! Mments and advantages of your 
tual no i y 


produet or your competitors 
"* * STEEL'S advertisers, too, 
know what's going on in the 
metalworking market. They 
have at their disposal more cur- 
rent market facts and figures— 
nore information on their ad- 
‘ertising coverage of the mar- 
ket, than is available from any 
other source today. Would you 
like to see the new Market 
Stuly which will give you an 
*pportunity to check up on 
Wartime changes in the metal- 
Working industry ? 


PENTON 
'Ublication 


The Magazine of 
lworking & Metalproducing 


MOTION PICTURE ADVERTISING SERVICE CO., 


Distributors in Southern, Atlantic and New England States 


three top assignments for 


Government-Approved 
Screen Spot Campaigns 


Crowds standing in aisles of 
trains and buses — throngs left 
behind on station platforms — a 
drastic crisis in wartime transpor- 
tation threatens, unless people 
who take unnecessary trips are 
given the vital reasons for staying 


at home. You can render an ur- 
gently needed war service by 
sponsoring this ODT War-Travel 
Campaign in motion pictures, de- 
signed to convince the public of 
its patriotic duty to conserve 
travel. Your name and suitable 
message, narrated against a 
background of martial music at 
the end of each campaign film, 
will put your advertising on the 
march for Uncle Sam. 


 TRIsSTATE 
panels ES 


YOUR WAR ADVERTISING!) 


Now You Can Sponsor These 


The call to the colors for war-win- 
ning dollars is dramatically re- 
sounded by this War Savings 
film campaign. The power of its 
appeal is proved by the fact that 
this series is already being shown 
under sponsorship on theatre 
screens in 2,200 communities in 
38 states. When you sponsor 
these sight, sound, action appeals 
—you help speed the day of vic- 
tory—you help provide for tomor- 
row—you help promote Amer- 
ica’s surest-to-win, double-return 
investment. What greater war 
duty can your advertising per- 
form—what greater prestige can 
it give to your identity? 


Pick the campaign you like and let SCREEN 
BROADCASTS put your ad in 26 war messages 
that can be seen and heard by movie-going 
millions. Make your request today for the com- 
plete story and reserve a real top assignment 
for your war advertising! 


INC., NEW ORLEANS, LOUISIANA 


WAR 


> 


‘Division 


The fullest conservation of all war-vital 
materials is the surest path to victory. 
This is the imperative message that you 
can bring to record-breaking movie au- 
diences by sponsoring these War-Effort 
films. You are assured of authenticity 
by the fact that production is under su- 
pervision of the War Production Board, 
Conservation Division. These film sub- 
jects portray the real reasons for conser- 
vation. They suggest more than the 
mere wisdom of caring for present pos- 
sessions to make them last. Thus the 
sponsor can help guide the American 
community back to a basis of plenty by 
urging all-out conservation now. Here 


is up-to-the-minute, home-front action 
for your advertising. Why not use it to 
conserve the good will of your business? 


CAMPAIGN FACTS 


Each campaign includes 26 different subjects— 
one shown every other week at every perform- 
ance during week — screening guaranteed. 
These less-than-a-minute films can be spon- 
sored nationally, sectionally, locally. Com- 
munities to be covered and theatres to be used 
in those communities are selected by the spon- 
sor. Cost of sponsorship is less than nominal. 
There is no production cost. Low distribution 
rates cover everything. All SCREEN BROAD- 
CASTS War-Effort Campaigns are commission- 
able to recognized advertising agencies. 


'*'THE NATIONAL—NETWORK OF THEATRE COMMUNICATION‘ 


SCREEN BROADCASTS 


923 er 23 ISTH STREET, , N. W. WASHINGTON, D. C. 


UNITED FILM SERVICE, INC., KANSAS CITY, MISSOURI 


Distributors in Northern, Mid-Western and Western States 


Pe a ‘g 
' : . es _ 
se | | 
oN 
ee ' | i 
eg oO oO aed 
RODUCTION 
J : a « J — — Pe noe . | > . - 7 : : 
gt) nea a Wet ag NI * a SZ Ate a J : 
stman. a ‘ ys = : oor or eee % : ‘ : 7 
lefenss GOING ON = a . qi ' . oat e _ 7 = 
f 9 | ba : Sy ig ei : a ie : | Kis STi. ie . = 
IRKNG?H = OFFICE of i AL es 
FTAL ee TE a 
‘IN M ' [NCE TRANS NE im. lene 6j i a 
. Sle 3 ay ya - 2 a! - a . Cs peice Me : : | : — AL. 
Tyee om “= i. 
: whit > | aq ard 
: ‘ ' ; 
a /o ee, Win. The War- : 
| y 4 De ™ ; ‘ / Fai ; 
Ne U JDSONS 
| = r bes 
| Ey DEPARTMENT 5 
. i — iS <2) A yi) ¥ , oe STORE bi ‘ 
iy a fh es ES ODL) ne ane Y | 
Sieg ee Ae” 
— ‘ aut 3 \ OFFICIAL CONSERVATION FILM: ee 
yy F—ti‘OCOCOC(N UWWal ne Bre. | 
, | Owes / we Cae CHLMA, Vl _ et oa 
— J u | r 7 
“i , et A os dis “3 
| } b> i et ys - VA 4 i 
‘| oe il | : canal 3 
se ¥F 
ho 
. ; , ’ Se ; ; a 6 3 . ae ; ey. PE sf Pinclllitieds Em koe re 4s Xe 
a aN “ite : be oe 5 i a “a . MPs SR ee Sree ae sy y ii at ei. : Aes . a ie m4 = aaeet > Nae : cm : as mee ie ip > oe : Sige: bd 


Sete 


16 
REVIVED 


Free Mass Meeting—New York—"")2"isy" Sen snes 
Next Sunday. August Ist. 130 p. m. 


THE TOWNSEND PLAN 


What Is It? 


Beer Dr. FRANCIS FE. TOWNSEND In Persee 
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Or eee te enw oi memey bet Reap te slew owes! cary om 


= Re eetew by wees 


MAIL THIS COUPON TODAY yar = 


iAcmenpune 
FREE MASS MEETING NEW YORK ry 
Hear Dr. Francis E. Townsend 


od RUMELL SAVILLE & - penne 
SENDAY, AUGUST te-1:30 FP. H. 
Cen ETTORE) CHURCH EDD WEST QTE STEEET 


Refurbished as a plan for postwar eco- 
nomic stabilization, the Townsend plan 
is attempting a comeback. The new 
version proposes to pay about $90 a 
month to all incapacitated persons and 
all those over 60, the money to be raised 
by a 3% tax on all gross incomes over 
$100 a month, a sum of 2 to 3 billion 
dollars. Large advertisements like that 
above have been run in about 40 U. S. 
cities outlining the plan and rallying 
the public to free mass meetings. 


Townsend Plan 
Is Revived as 
Postwar Panacea 


New York, Aug. 3.—The Town- 
send plan, an iridescent bubble of 
the depression years which prom- 
ised $200 a month to all persons 
above 60, but which was punctured 
by the turned down thumbs of the 
California electorate, is making a 
come-back drive, revised and re- 
furbished as a plan for postwar 
economic stabilization. 

The “road back” is being paved 
in part with fairly large chunks of 
newspaper advertising placed in 
various cities to rally the public to 
free mass meetings which are ad- 
dressed by Dr. Francis E. Town- 
send, and to explain in detail the 
new program. 

Last Friday a single 1,075-line 
advertisement was placed in the 
Herald Tribune here, announcing a 
mass meeting at the Union Metho- 
dist Church on 48th St. near Broad- 
way. A coupon was printed in the 
copy for readers who wished to 
send $1 to Townsend national head- 
quarters, 450 East Ohio St., Chi- 
cago, for a six-month subscription 
to the Townsend National Weekly, 
and a free copy of U. S. House Bill 
1649 which would enact the Town- 
send plan into law. If no money 
is sent, the coupon brings a sample 
copy of the Weekly and a copy of 
the bill. 


Coast-to-Coast Promotion 


New York is the fortieth city in 
which such advertisements have 
been placed, starting on the West 
Coast and working East. Cities in 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* & THE & *& 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


which the advertisements have run 
include seven in California, Denver, 
Chicago, Lansing, Mich., Indian- 
apolis, Cleveland, Boston and New 
York. Advertising costs are paid 
for out of the free-will contribu- 
tions to the movement made at the 
various mass meetings, and other 
donations. 

The meeting in New York was 
but meagerly attended, not more 
than 350 persons being present. Dr. 
Townsend and Russell Saville, na- 
tional director of organization, 
spoke. Paul Chase of Syracuse, 
N. Y., state director of the move- 
ment, blamed the hot weather and 
vacations for the small attendance. 

He said there has been “a sur- 
prising response” to the new pro- 
gram across the country. Total 
revenue from all sources is ahead 
of last year in New York state, he 


said. The annual membership fee 
is only 25c a year. 

The present Townsend plan 
would impose a 3% tax on all gross 
incomes over $100 a month, the 
revenue, 2 to 3 billions, to be dis- 
tributed equally among all persons 
physically incapacitated, or more 
than 60 years of age. Dr. Town- 
send contends this would give the 
average person in this category 
about $90 a month income. While 
admitting this was a big drop from 
the $200 a month he originally 
sought for the aged, he declared the 
yield would increase as time passed 
and prosperity increased. Each 
recipient of a monthly payment 
would be forced to spend the 
money within the next 30 days to 
qualify for the next month’s pay- 
ment. Thus, according to the Her- 
ald Tribune advertisement, “every 


American citizen is assured lifetime 
security. Business is guaranteed a 
steady stream of cash customers, 
encouraging full employment, full 
production, full distribution 
guaranteeing a prosperous postwar 
America financed by a small tax on 
the gross income of each indi- 
vidual and business.” 

Dr. Townsend admits the plan 
might result in inflation, “but only 
a 3% inflation, and that would’ not 
hurt anyone.” 


Plan Test in California 


As a means of forcing passage of 
the Townsend plan by Congress, 
the doctor said he would attempt to 
have the 21 states that have already 
endorsed the plan in memorials to 
Congress enact state laws putting 
the program into effect. He said 
states having the initiative refer- 


.| troduced into Congress by Rep 


Advertising Age, August 9. 943 
endum plan would be tackled ; 
in this campaign, with the | 
test being made in California. 

The Townsend plan bill y 


sentative Pat Cannon of Flori. 


McComb Joins Maison 


John H. McComb, former y in 
charge of production for j. y 
Bundscho, Inc., Chicago typogra- 


pher, has been appointed prodye. 
tion manager of L. G. Maison 4 
Co., Chicago agency. 


Names Shappe-Wilkes 
Radio Receptor Company, Ney 
York, manufacturer of ground-to- 
air radio navigation communication; 
and airport traffic control equip. 
ment, has appointed Shappe-W ilke< 
New York, as its agency. : 


° 


By T. W. LIPPERT 
Managing Editor, The lron Age 


~ BORON— 


it terms ¢ “intensifier= ; 


... After 130 years of obscurity, Davy's 26th element is 
being groomed for top billing, equal with such favorite 
and conventional steel alloying elements as manganese, 
chromium, nickel, molybdenum, vanadium and silicon. 
Boron is plenty potent metallurgically, and this new and 
readily available domestic steel alloying agent will likely 
dominate much of the coming year's furbishing of NE 
steels. So far, however, Boron has.been bedevilled by an 
Mmosphere of mystery, its role beclouded by use of such 


“vitamin” la 
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ust Six-Man Group 
Named to Pick 
New NAB Prexy 


Chicago, Aug. 3.—A _ six-man 
committee set about the thankless 
in fl task this week of picking a successor 
MM to Neville Miller—or to recommend 
‘gra- ff him for another term—when his 
contract as president of the National 
on &M@ Association of Broadcasters expires 
June 30, 1944. 
Mr. Miller, whose word battles 
with FCC Chairman James L. Fly 
nave won him the enduring opposi- 


At the conclusion of the discus- | 
sions Friday night, three resolutions 
were adopted by the board, one of 
which stated that “the purpose of 
this meeting was misrepresented to 
some sections of the industry as 
bearing on the termination of the 
contract of the incumbent as presi- 
dent before the termination 
thereof.” It added that such a pur- 
pose did not form any part of the 
deliberations. 


Lewis Withdraws Name 


A second resolution noted that 
William B. Lewis, former CBS vice- 
president who left the network for 
wartime government work, had been 
suggested as a possible successor to 
Mr. Miller next year, but that he 


had by special telegram withdrawn 


The nominating committee named | 


in the third resolution includes Don |time has there been a greater need | - 


S. Elias, WWNC, Asheville, N. C.; | 
G. Richard Shafto, WIS, Columbia, | 
S. C.; John J. Gillin Jr., WOW, 
Omaha; J. O. Maland, WHO, Des 
Moines; James D. Shouse, WLW, 
Cincinnati, and Paul W. Morency, | 
WTIC, Hartford. Its recommenda- 
tions for presidency of the NAB are 
to be offered at the next regular 
meeting of the board. Friday’s spe- 
cial meeting was summoned by 
seven members of the board, who 
also are serving on the association’s 
legislative committee. 

Mr. Lewis, until recently assistant 
domestic director of OWI, said he 
had heard reports linking his name 
with the move to oust Neville Miller 
as NAB president, and that these 


his name from consideration for the | reports had caused dissension among 


post. 


NAB members. He added: 


“It is my firm belief that at no 


for unity of purpose and action 
among the broadcasters in this 
country, and especially among their 
leaders. I feel strongly that it 


would be a disservice to broadcast- | 


ing to allow my name to be used in 
any way which stimulated division 
or controversy within the industry. 
Under these circumstances, I must 
request that my name be withdrawn 
from any consideration it may be 
receiving.” 


Two Named Managers 


American Smelting & Refining 
Company has appointed Frederick 
Walker assistant general manager 
and Frank H. Eichler, sales man- 
ager at its Pacific Coast headquar- 
ters, San Francisco. 


a tion of a segment of the broadcast- 
tion, ing industry, survived another at- 
a tempt to unseat him last Friday 
ilkes when the NAB board of directors 
“XCS, et in a special session here. 

—— 


alhing out'of ture ? 


MAYBE SO... BUT THIS WAS A 
STORY THAT HAD TO BE TOLD! 


Tue editors of The Iron Age take their war work seriously. So do the readers 
of The Iron Age. The Iron Age takes it as an editorial duty to put all the 
helpful news of significant developments in war production before these 
readers just as soon as the facts can be determined. Such was the case with 


Boron. 


The shortage of practically all the major alloying materials normally used 


m making steel has intensified the search for substitutes. For a considerable 


length of time, there had been much hushed discussion among steel makers 


and steel users regarding Boron, the mysterious element. Many words were 


spoken, but nothing appeared in print . 


the printed word is an editor's commitment. 


. . largely because talk is easy, but 


Thus it remained for the alert editors of The Iron Age to tackle the 


subject and “break” the mystery with a four-page report published in the 
November 19, 1942, issue. Since then, The Iron Age has published several 


additional articles on Boron, Boron itself has leaped far forward as an 


alloying element, and — since The Iron Age had broken the ice, taken the 


plunge, and found the water fine — several of our contemporaries have 


attention value. 


A Chilton @ Publication 
100 East 42d Street, New York 17, N. Y. 


for the job they did in breaking the Boron story. 


ments that will help them plan and produce. 


industry, it will appear in The Iron Age first. 


also dived in. The Iron Age staff and management are proud of our editors 


Editorial firsts are an important part of Iron Age service to readers and to 
advertisers as well. Some 100,000 key executives, in virtually every war 


plant in the land, depend on The Iron Age for the earliest news of develop- 


This every-week dependence on The Iron Age gives advertisers a double 
benefit — first, the placing of their messages in the hands of the right 
people, fast, and at low cost; second, the placing of their messages in the 


minds of these people, through The Iron Age’s extra reader interest and 


The Iron Age is the publication that is eagerly sought for the timeliness 


of its news; our readers know that if it’s important to the metalworking 
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The Philadelphia Electric Company, 
which has been awarded first prize 
among all the public utilities companies 
in North America for public relations 
advertising, is paying tribute to its for- 
mer employes in the armed forces with 
insertions such as the one pictured above. 
The winning campaign is currently run- 
ning in Philadelphia newspapers and four 
surrounding counties. Al Paul Lefton Co. 
handles the account. 


Utility Campaign 
Captures Public 


Relations Prize 


Philadelphia, Aug. 4.—A special 
committee of the Public Utilities 
Advertising Association which re- 
viewed the campaigns appearing 
over the signatures of public utili- 
ties in all parts of the United States 
and Canada, last week awarded 
Philadelphia Electric Company first 
prize among all the companies in 
North America for public relations 
advertising. 

The winning campaign, which is 
currently running in the newspa- 
pers of Philadelphia and four sur- 
rounding counties, features former 
employes of PE, both men and 
women, who are now in the armed 
services. The major illustration 
dramatizes the service in which 
each particular employe is serving, 
with the employe’s photograph 
and biography appearing in another 
part of the advertisement. 

Officials of the company report 
that this campaign has accomplished 
a great deal in impressing upon the 
public of the five-county Philadel- 
phia area the fact that the utility 
company is actually made up of 
average individuals who are shar- 
ing with their neighbors the hard- 
ships of wartime. 

This prize-winning campaign, 
which is handled by the Philadel- 
phia office of Al Paul Lefton Com- 
pany, will continue throughout the 
year. 


Kay Rejoins Grey 

Samuel Kay, who left Grey Ad- 
vertising Agency, New York, in 
1935 to become assistant to the 
controller of the Ralph Miller 
stores, subsequently joining the 
controller’s staffs of Hearn’s, New 
York, Interstate Department Stores, 
and Morris Brothers department 
store of Miami Beach, has rejoined 
the agency as controller. Mr. Kay’s 
latest position was with Gimbel 
Brothers, New York. 
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With its 100-odd 

BATTLE CREEK lakes, Battle Creek is 
central Michigan's 

En UIRER summer playground 
Its 67,776 regular 

ano population comprise 


one of Michigan's 
best markets 
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Arel Photo to Olian 
The Arel Photo Supply Company, 


Joins Gerth-Pacific 


Dave Showalter, former advertis- 


To Assume New Post 


Wm. Kelsey Downing has been 


St. Louis, has appointed Olian Ad-|ing manager of Sears, Roebuck & _appointed advertising manager of 


vertising Company, St. Louis, to 
handle its advertising. National 
magazines and business papers will 
be used. 


|Co., Portland, Ore., has been ap- 
pointed manager of the Los Angeles 
office of Gerth-Pacific Advertising 
Agency. 


Globe-Wernicke Company, Cincin- 
nati, effective Sept. 1. He has been 
advertising manager of the Dow 


Drug Company, Cincinnati. 


“PST—THAT’S J. B. GREENBACK 


THE BANKER.” 


“PST—THAT’S THE FOREMAN 


OF THE HUSTLE-BUSTLE 


SHIPYARDS.” 


Income classes have shifted and today’s 


survey of buying power shows dramatic changes. 


How to reach the “new money” class, is a subject 


we would like to discuss with interested advertisers. 


LAWRENCE C. GUMBINNER ADVERTISING AGENCY 


9 EAST 41ST STREET, NEW YORK 17, N. Y. 


ADVERTISING FOR TODAY-—and Tomorrow 


« 
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SMALL STORES SHOW SALES GAINS 


I CLSEm SERVICE = 


SHIFTS IN ALL-COMMODITY SALES BY CITY SIZES | 


[OOLLAR BASIS) 
GROCERY & COUNTRY GENERAL STORES BRUG STORES 
Per Cent Change Mar.Apr. “43 Per Cent Change Apr.-May '4) . 
vs. MarApril "42 Apr-May « 
TOTAL US. +2% TOTAL US. : +33 
! 
CLASS A CLASS A | 
Met Areas of All Cities +19 (Over 1.000.000) +23 
$00,000 & Over) 
CLASS B CLASS B | 
{$0 000 $00 000) +20 (100.000— 1 000.000) +22 
CLASS C CLASS C 
(5.000 -$0.000) +18 (10.000— 100.000, oe ate? 
CLASS D CLASS D 
& RURAL | & RURAL fea 
(Under $000) (Under 10.000) : 
— miCLSEm SemvICE 


SHIFTS IN ALL-COMMODITY SAL 
(DOLLAR 


ES BY STORE TYPES & SIZES 
BASIS) 


GROCERY & COUNTRY GENERAL STORE SALES ORUG STORES 
Per Cent Change Apr-May ‘4) Per Cent Change Mar.-Apr. ‘43 
vt. Apr-May “42 vs. Mar-April ‘42 
TOTAL U.S. +21% TOTAL U.S. +3 
CHAINS CHAINS ; +0 
INDEP. Lange PTT INDEP. Lance | 
(Over $80.00) | * (Over $30.000) +16 
a MEDIUM 
oe ote a. ees 
(Under by +48 (Under Sead | +” 


These charts, from "The Nielsen Researcher,” publication of A. C. Nielsen Co., 

show the shifts in commodity sales by city sizes and by store types and sizes for 

March-April and April-May, 1943, as compared with the same months of 1942. The 

chart at the top indicates only minor differences in the gain of small-town stores 

and urban stores, while the chart at the bottom shows a definite gain in sales 
by the small neighborhood type of grocery store. 


Soap Producers 
Report Drop in 
2nd Quarter Sales 


New York, Aug. 4.—Total soap 
sales, in terms of both pounds and 


dollar value, declined in the second 


quarter as compared with the first 
quarter of 1943, according to re- 
ports filed by 71 manufacturers 
representing approximately 90% of 
the soap produced in the United 
States. 

In the three months ended June 
30, sales of soap, not including 
liquid soap, totaled 656,362,787 
pounds for 63 manufacturers whose 
reports make comparisons possible. 
This compares with 713 million 
pounds in the first quarter of 1943, 
a decline of 8%. It compares 
favorably with 601 million pounds 
in the second quarter of 1942, a 
gain of 1.9%, and is 4.5% above the 
quarterly average for the five-year 
period between 1935 and 1939. 

The dollar value of soaps other 
than liquid sold in the second quar- 
ter of 1943 was $84,311,315, which 
is 6.6% under the $90,231,234 in the 
first quarter of the year. However, 
this is a gain of 11.4% over $75,- 
650,718 in the second quarter of 


1942, and a gain of 40.8% above the 
quarterly average for the five-year 
period from 1935 through 1939. 

In the first six months of 1943, 
sales of soap other than liquid for 
the 63 companies totaled 1,369,806,- 
176 pounds, which is 8.5% less than 
the 1,497 million pounds sold in the 
first half of 1942. The dollar value 
of such sales in the first half of 
1943 was $174,542,549, which is 
4.3% less than the $182,324,976 re- 


ceived in the first half of 1942, 
when rumors of soap rationing 
boosted sales to unprecedented 


highs (AA, July 12). 


Gardiner Names G&G 


Gardiner Mfg. Company, Oak- 
land, Cal., maker of Garco tools 
and drop forgings, has appointed 
Garfield & Guild, San Francisco, to 
handle its advertising. A campaign 
is being prepared for Pacific coast 
and gulf coast markets. 


Vanderbilt to Birdwell 


Maj. Cornelius Vanderbilt Jr. has 
joined Russell Birdwell & Asso- 
ciates, public relations organization, 
New York. He will divide his time 
between the concern’s offices in 
New York, Washington, D. C. and 
Beverly Hills, Cal. 


THE GREATEST 
IN THE SOUTH’S 


50,000 WATTS 


NEW ORLEANS 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


SELLING POWER 
GREATEST CITY 


CLEAR CHANNEL 
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Industry Needs 
Funds to Provide 
Postwar Jobs 


New York, Aug. 4.—Before it can 
provide postwar jobs for the na- 
tion’s fighting men, industry must 
be allowed to accumulate sufficient 
funds to reconvert “from a wartime 
economy to peacetime operation,” 
Frederick C. Crawford, president of 
the National Association of Manu- 
facturers, said here this week. 

The earnings which industry 
should set aside to pay for this re- 
conversion and for the resumption 
of peacetime operations, are being 
taxed away or renegotiated away 
from private industry almost as fast 
as they are earned, Mr. Crawford 
declared. Unless industry can first 
bring together the money which 
must be employed, it cannot bring 
together the men who want em- 
ployment, he added. 

“Further, if industry which has 
not been permitted to accumulate 
sufficient postwar reserves, is told 
to go to the capital markets for its 
needs, the same necessity appears 
in another form. Capital is reluc- 
tant. It is not the reluctance of a 
few plutocrats, but the reluctance 
of an investing public of millions 
of ordinary citizens,” asserted Mr. 
Crawford. 

Citing a recent report which 
shows that for 1942 the total num- 


a vital advertising market 
place for the following types 
of products and services— 


TRANSPORTATION, DISTRIBUTION 
and WAREHOUSING 


TRANSPORTATION EQUIPMENT 
. 


HANDLING and LOADING 
EQUIPMENT 


7 
PACKING and SHIPPING MATERIALS 


e 
FREIGHT IDENTIFICATION SUPPLIES 


No other single 100% pre- 
paid (ABC-ABP) publication 
offers this concentrated market. 


Write today for more detailed 
information and sample copies. 


429 SO. MARKET ST. © CHICAGO, ILL. 


ber of stockholders in the United 
States was almost 10,000,000, he 
pointed out that these investors do 
not think of their money as capital, 
but as their lifetime savings not to 
be risked with taxes “mopping up 
earnings,” and when they have no 
idea what is going to be done to 
the currency or the public debt. 


Assurance Needed 


Capital needs assurance that it 
will not be in peacetime competi- 
tion with the $12,000,000,000 of 
government - owned plants and 
manufacturing facilities, or with 
the postwar clearance sale of gov- 
ernment surpluses of goods, he 
emphasized. Enterprise also needs 
assurance that the wartime controls 
of materials, wages, prices and ra- 
tioning will come off as the need 
for deflecting industry into wartime 


production is eased off, and as the | the workers to take up goods and 
danger of an inflationary scramble} services without contributing any- 


‘for goods is abated. | 
The only peacetime basis on/| 


thing of equal desirability to those 
who made the goods and services,” 


which industry can hope to provide} he said. 


full employment is under a free 
enterprise system whereby men, 
materials and money draw pay 
according to their performance; and 
in which the government makes 
and polices only such rules as are 
necessary for the maintenance of 
fair and free competition and a fair 
and free pricing, contended the 
NAM head. 

“The only other way to provide 
jobs to which President Roosevelt 
does not seem to look forward any 
more than we, is a program of 
made work which the government 
would not otherwise undertake. 
These ‘made’ jobs lower the stan- 
dard of living because they equip 


Brown to Penn. Rubber 


Holmes M. Brown, formerly 
assistant refrigeration advertising 
supervisor of General Electric 


Company, has been appointed ad- 
vertising and sales promotion man- 
ager of Pennsylvania Rubber Com- 
pany, Jeanette, Pa. 


Boosts Newsstand Price 


Field & Stream, currently 20 cents 
a copy, will resume its newsstand 
price of 25 cents, its price for many 
years, starting with the October 
issue. 
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Servel Enlarges 
Sales Research Staff 


Chester E. Haring, formerly mar- 
keting director of Hooper-Holmes, 
and before that vice-president and 


‘director of marketing for Batten, 


Barton, Durstine & Osborn, New 
York, has been appointed associate 
director of sales research of Servel, 
Inc., Evansville, Ind. John Bur- 
goyne, originator of the Burgoyne 
Grocery Index, has been named to 
assist Mr. Haring. 

Additions to the staff have been 
made for the purpose of permitting 
Lyman Hill, director of sales re- 
search of Servel, to concentrate on 
Servel’s postwar activities and to 
permit resumption of an enlarged 
sales research program as part of 
the company’s postwar planning ac- 
tivities. 


Which state-wide advertising medium helps to sell the most 


goods for you? 


Radio Stations 


Large Daily Newspapers 


(Please check only one) 


Outdoor Billboards 


Farm Papers 


Of the group checked, which one radio station, newspaper, 
outdoor company or farm paper do you consider the best 


for you? 


Your name 


Address 


IOWA DRUGGISTS 
SHOW ADVERTISING 
PREFERENCES! 


® A few months ago the lowa Pharmaceutical 
Assn. decided to find out what advertising 
media its members preferred. 


Soa return postcard exactly like the above was 


sent by the Association to 1,251 Iowa drug 


stores. 

Results: 
For Radio Stations ........ 87.4 
For Daily Newspapers ..... 7.84% 
For Farm Papers ......... 4.5% 
ON TOD hv cede dens 0.3% 


But note that the second question enabled each 
druggist to vote for one individual medium as 
his choice from the entire field of advertising 
possibilities. Some druggists left this question 
blank. But among those who answered, the 


vote was as follows for individual newspapers 


and radio stations: 


For Station WHO ........ 61.9% 
For Radio Station “B”..... 13.1% 
For Newspaper “B” ....... 1.5% 
For Radio Station “C”..... 3.5% 
For Newspaper “C” ....... 0.9% 
For Radio Station “D”..... 2.8% 
For Newspaper “D”....... 0.65% 
For Radio Station “EK”..... 2.2% 
For Newspaper “E” ....... 0.6% 


and no other individual 


radio station or 


newspaper got as much as 1.5‘c. 


In other words, Station WHO got nearly five 


times as many “first choices” as 


medium in Iowa. 


any other 


Let us send you a copy of the complete Survey 


analysis. 
“moral”! 


Peters. 


Write us direct, or 


WH 


It gives all figures, but points no 


ask Free & 


jor IOWA PLUS! 


DES MOINES .. . 50,000 WATTS 
B. J. PALMER, PRESIDENT 
J. 0. MALAND, MANAGER 
FREE & PETERS, INC... . National Representatives 
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Agency Man Pays Off 
on War Duration Bet 


To the Editor: Ordinarily family 
skeletons should remain in the 
closet. This one, however, may 
give many of the fraternity a laugh. 

The seven realistic winners were 
Allen L. Billingsley, E. L. Andrew, 
E. J. Alexander, L. G. Smith—all of 
Fuller & Smith & Ross’ Cleveland 


You are reloctanth invited 


to attend 
A CROW EATING 
LUNCH 
fo he givew te hemor ef the preseiemt thantards «ber bet 


stan Pattee that the «ar 


The Time: Joly 2H 12:15 
The Place: The Hermit Chatr« 


well ot cod tee Wow 81. TE 


ee 


office, and Roger Bolin, Paul End- 
riss and Art Smith of Westing- 
house Appliance Division, 
field, O. 

I might add that Stan Patno now 
has set up a new flock of bets as to 
the war’s termination, but on a 
somewhat less optimistic schedule. 
However, I understand the books 
are closed and no new wagers are 
being accepted. The date involved 
in the new bets is a non-military 
secret. 

FREDERIC _ KAMMANN, 
Vice-president, Fuller & Smith 
& Ross, Cleveland. 

-— = | 
Cites Examples of 
Similar Thinking 

To the Editor: Enclosed are two 
advertisements which somebody 
put up on our bulletin board. First, 
the advertisement which Frankfort 
Distilleries recently published, 
under the caption, “What would 
you do if you were running our 
business?” One of the men here 
underscored seven points in that 
advertisement and seven points in 
an advertisement which we pre- 
pared for publication in the hard- 
ware trade papers last November, 
under the caption, “Want to trade 
places, gentlemen?” These two ex- 
amples are another demonstration 
of a 
in this business where different sets 
of men working on similar prob- 
lems, in different agencies in dif- 
ferent parts of the country, even in 
different industries, arrive at sim- 
ilar solutions. Just look at the 
parallel between the underscored 
sentences in the two 


| supply is left, if producers continue 


| 


Mans- 


phenomena you see so often! 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ments. I was reminded of this 
when I saw the Frankfort adver- 
tisement reproduced on the front 
page of ADVERTISING AGE, July 19. 
WALLACE MEYER, 
Reincke - Ellis - Younggreen & 
Finn, Chicago. 


wee 


Questions Sources on 


Oil Supply Statement 


To the Editor: I was attracted to 
the story on Page 45 of your July 
26 issue, in which was printed a 
story quoting the honorable Mr. 
Ickes as saying, “Only 14-year oil 


to take petroleum out of the ground 
at the present rate.” 

Some 35 years ago when I was a 
cub reporter on my father‘s news- 
paper, the Olean Evening Herald, 
it became my duty one day to cover 
a meeting of the Western New York 
and Pennsylvania Oil Producers 
Association at the Bartlett Country 
Club in that city. The most dis- 
tinct recollection I have of that job 
was listening to the discussion by 
a then famed geologist who claimed 
to know all about oil productiorm 
and how to find it in the ground. 
This gentleman, whose name I have 
neglected to remember, made a 
specific statement then that if oil | 
production was to continue at this 
(then-present) rate six years would 
most assuredly deplete the supply. 
That was 35 years ago. I think you} 
will find that investigations will | 
show more oil is being taken out of | 
the ground today than ever before. 

Naturally, under the _ circum- 
stances I personally do not believe 
Mr. Ickes. I am skeptical about 
his sources of information and also 
about the authenticity of it. 

As long as your paper has printed 
the story of Mr. Ickes’ predictions 
I would like to make a suggestion 
that your editorial department 
write some of the more prominent 
oil production firms in the Penn- 
sylvania and other oil fields and 
get a first-hand picture of the situ- 
ation. In the Pennsylvania field I 


would suggest you write the Kendal 
Oil Refining Company of Bradford, | 
Pa.,, the Emory Oil Company of| 
the same city or the Quaker State 
Oil Company of Oil City, Pa. 

I think you will find that they 
will probably give an entirely dif- 
ferent picture from that predicted 
by Mr. Ickes. 

MERLE C. OsTROM, 

Manager, General Advertising, 

Binghamton Press Company, 

Inc., Binghamton, N. Y. 


Calls Television 
Publicity Premature 


To the Editor: Banquo’s ghost 
has risen again. Once more we 
hear that television will be with 


us any day now, that it will be a} 
reality in the average home as soon 
as the war is over. Television 
would have been with us years ago 


| had anybody been able to figure an| 


advertise- ' 


answer to its economic riddle. But! 
nobody did, and nobody has. 

To offset this premature public-| 
ity, which will unquestionably re- 


SIMILAR COPY APPROACH 


Want to Trade Places, Geatlemen? 


— aS 


A strikingly similar approach to explanation of the wartime problem of allocating 
stocks on hand is shown in these advertisements of Frankfort Distilleries and 


American Chain & Cable Co. 


Young & Rubicam, New York, is the Frankfort 
agency, and Reincke-Ellis-Younggreen & Finn, Chicago, has the American Chain 
account. 


Zz 


tard postwar recovery if it is per- 
mitted to go on unchecked, our 
president, Commander McDonald, 
has written to all Zenith dealers. I 
thought you might be interested in 
what he had to say, so am sending 
you a copy. 
Tep LEITZELL, 
Zenith Radio Corporation, Chi- 
cago. 
TO ALL ZENITH RADIO 
DEALERS: 


Read the attached reprint of a 
recent Associated Press dispatch 
about television. Doesn’t it have 
an old familiar ring? 

Now take a look at the enclosed 
circular. It is a reprint of one I 
sent you more than four years ago, 
when premature and exaggerated 
publicity about television was hurt- 
ing your business. : 

The new publicity on television is 
just the same old ballyhoo. No 
wonder it sounds familiar. 

Perhaps this time it is an at- 
tempt to hide the inescapable truth 
that was illustrated by the Great 
Christopher cartoon I sent you last 
May. 

What I said to you, to Zenith 
stockholders, and to the public | 
more than four years ago, I say) 
again today. “Television for gen-| 
eral use in the home and in the | 
store is just around the corner for 
stock salesmen only ... I believe 
that television will one day be a| 
great industry, but that day is not) 


this year. . . Zenith is ready, but 
television is not. Technically 
television is okay, but economically 
it is unsound until a means is found 
for paying for the programs, in 
other words a box office. . . There 
is nothing wrong with television 
that money won’t cure. . When 
ZENITH believes television is 
ready for general use in the store 
and the home, ZENITH will supply 
you with television receivers, and 
not before.” 

That’s what I said four years ago, 
and I’m standing pat today. No 
solution has yet been found for 
televison’s economic problem. When 
it is found, television will quickly 
become a great industry, but not 
before. At that time, Zenith will 
give you great television receivers, 
and lead the way just as it has in 
FM and other new developments 
the moment they were ready for 
the market. In the meantime, 
Zenith will continue to do every- 
thing in its power to protect you 
from injury, from the type of pub- 
licity that can’t possibly come true 
in the immediate postwar period. 


E. F. McDONALD Jr. 
> ee 


Requests Pour in 
for Population Study 


To the Editor: We should ap- 
preciate receiving 20 copies of the 
article on the analysis of the shift 
in wartime population by Arno H. 
Johnson published in the July 12 
issue. 

A. UTECH, 

Sales Department, Canada Dry 

Ginger Ale, Inc., New York. 


To the Editor: Please send us 
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eight copies of Arno Johnson's 
alysis of civilian population. 

Ray PETERSON 

Advertising Manager, Stoke!, 
Brothers & Co., Indianapolis. 


ia) 
an- 


To the Editor: Kindly send ine. 
reprint of the metropolitan 
tabulations of population shift 

J. M. SNYDER 

Vice - president, Erwin, Wascy 

& Co., New York. 

To the Editor: Enclosed 4 
check for 10 copies of the char 
showing Arno Johnson’s analysis 
of civilian population. 

R. A. GARDNER 

Manager, Products Advertising 

Section, Monsanto Chemica] 

Company, St. Louis. 

To the Editor: I would apprecj- 
ate your sending me a copy Of the 
reprint which you are putting out 
to those interested. 

BusH JONES, 

National Advertising Manager. 

Fort Worth Star-Telegram, 

Fort Worth, Tex. 


To the Editor: Please send me a 
reprint of the metropolitan area 
population tabulation compiled by 
Arno H. Johnson for your issue of 
July 12. 


a 
rea 


DONALD B. HADLEY, 
Business Editor, Washington 
Star, Washington, D. C. 


To the Editor: Please send us 20 
reprints of the metropolitan area 
tabulation. 

ALVIN LONG, 

Long Advertising Service, San 

Jose, Cal. 


TRADITIONALLY PREFERRED FOR PRECISION PRINTING PRODUCTION 


The hunt for practical perfection in printing papers 
leads unswervingly to the mill-brand products 
produced at Northwest. Commercial use over a 
wide span of years, and for countless purposes, 
has demonstrated Northwest Pedigreed Papers 
have “what it takes” for precision printing. In close 


cooperation with printers and lichographers, 


victory Yer 


THE NORTHWEST 


? 


PAPER COMPANY 


: seta’ , 
Sy a eee 


we have built into these papers the essential qualitic¢ 
that insure complete satisfaction with end results 
As amatter of policy, no effort has been too grea 
or betterment too small to escape incorporatio' 
into Northwest's products in order that our mil! 
brands may be justifiably recognized as the stand 


ard by which all good papers are measured 
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To the Editor: We will appreci- 
ate your sending a reprint of the 
metropolitan area tabulation. 


L. A. AUE, 
Assistant Sales Manager, 
Drackett Products Company, 
Cincinnati. 


To the Editor: Please send one 
reprint of the metropolitan area 
tabulation on population trends. 


V. E. NICKEL, 
Assistant Manager, Marketing 
& Organization Department, 


Nash - Kelvinator Corporation, 
Detroit. 
2 | 


Scranton Store Solves 
August Sale Problem 


To the Editor: This is how we're 
starting our August home furnish- 
ings activities: Note that I didn’t 
say “Sale.” 

Subsequent advertisements will 
contain more merchandise offerings 
—and the editorial theme will be 
continued in abbreviated form. 
Thought you might be interested. 

CLARENCE C. JONES, 

Publicity Director, Cleland 

Simpson Company, Scranton, 

Pa. 


[Editor’s Note: The Globe, store 
operated by Cleland Simpson, in 
its advertisement answers the ques- 
tion, “Why should I buy furniture 
in August?”, this way: “Well, 
frankly, you shouldn’t — unless 
there’s real need for it. These are 
no times for useless expenditures.” 
It goes on, however, to say that if 
the home front seems a bit down- 
at-the-heels in comparison to the 
brightening war picture, and a 
room, corner or whole floor needs 
brightening up, then The Globe has 
the right home furnishings to do it. 
There’s no “sale” copy as such, but 
the advertisement should be con- 
vincing to those who really need 
furniture and want to buy it during 
the traditional sale month.] 


Curtis Promoted 


James E. Curtis, who has been on 
the sales staff of Esquire since 1936, 
has been appointed associate east- 
ern advertising manager of the mag- 
azine. 


THE BOYS AND 


GIRLS GROUP 


AVIATION PIC} 
ORIES* By 
NY BOOK 
ly average circulation guaranteed 


11 content about 1 3 comics 
PARENTS’ INSTITUTE, Inc. 


New York 17, N.Y 


Vanderbilt Ave 


O. S. Tyson Expands 

O. S. Tyson & Co., New York, 
has moved its production depart- 
ment to larger quarters and added 
to its staff to handle increased 
business. Calvin A. Roeder, for- 
merly with Newell-Emmett Com- 
pany and prior to that production 
manager for T. J. Maloney, Inc., 
New York, has joined the agency as 
head of mechanical production. 


Readies Fall Campaign 

The Better Vision Institute, New 
York, will launch an extensive fall 
campaign using magazines and 
radio, continuing its program of 
education on eye care and based on 
the “Eyes Are Allies” theme. The 
drive will open Oct. 1, when Len- 
nen & Mitchell, New York, assumes 
direction of the account. 


Pan American 
Will Feature 
Aranha Statement 


New York, Aug. 4.—A statement 
signed by Oswaldo Aranha, min- 
ister of foreign affairs of the Re- 
public of Brazil, designed to clarify 
thinking about the kind of world 
the United Nations are fighting to 
create, will be featured next in the 
series of double spread advertise- 
ments which Pan American Air- 
ways calls its “Forum of the Fu- 
ture.” 

Alluding to “Free Men and Free 
Peoples,” Dr. Aranha says in part, 
“Within these five short words are 
encompassed all our ideals of a bet- 
ter world.” The insertion will soon 


appear in national magazines. The 
Office of the Coordinator of Inter- 
American Affairs has arranged for 
a special short wave broadcast fea- 
turing this advertisement on Aug. 
16. The program will be heard over 


/100 stations throughout Brazil. 


J. Walter Thompson Company, 
New York, is the agency. 


Ybry to Run Fall 


Advertising Campaign 

Ybry, Inc., New York perfumer, 
has scheduled a new advertising 
campaign to begin this fall in 
Charm, Esquire, Glamour, Harper’s 
Bazaar, Promenade and Vogue. Eye- 
appeal will be given through a 
series of photographs of beautiful 
women “dripping” with allure. Reiss 
Advertising, New York, handles the 
account. 


21 
Servel Names Walsh 


Walsh Advertising Company, To- 
ronto, has been appointed to handle 
the advertising of Servel (Canada) 
Ltd., Toronto. 


Kopf Leaves Reiss 

Charles W. Kopf has resigned 
from Reiss Advertising, New York, 
to become copy chief of Doyle, 
Kitchen & McCormick, New York. 


SPACE SALESMAN WANTED 


In our New York and Chi ° offices to 
represent Weeklies with A.B.C. Cay 
tion of 1,000,000. Good copenenty Se 

men having acquaintance with a large 
number of advertisers and advertising 
agents. Give full particulars in first let- 
ter. Write Box 4233, ADVERTISING AGE, 


Chicago. 


EFFECTIVELY COVERS 


OMAHA 
333 COUNTIES 


in NEBRASKA, WESTERN IOWA, KANSAS, 


990 
K.C. 


5000 WATTS 


NBC 


* 


* 


Me Time-Bnyer : 


SOUTH DAKOTA, MINNESOTA, AND MISSOURI 


RADIO 


STATION 


wow, | 


OMAHA 


John J. Gillin, Jr., President 


JOHN BLAIR & COMPANY, 


NC. 


REPRESENTATIVE 
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Seed Ideas 


and 


“Seed Money 


HE very fact that you 

hold this magazine in 
your hands indicates that 
you are interested in im- 
provement. 


Did you ever stop to think 
that that instinctive desire 
to find a better way of do- 
ing things is the funda- 
mental driving force of 
America? 


It is. 


If allowed to function in an 
environment economically 
and politically favorable to 
industry, this American in- 
stinct for improvement can 
carry us forward to un- 
dreamed standards of living 
and of culture. 


The only barrier to constant 
improvement is lack of 
public understanding. 


Industry cannot have a fa- 
vorable environment, how- 
ever, until industry itself 
clearly defines its objec- 
tives, and explains them 
clearly to every citizen in 
terms of social progress. 


This Seed Money adver- 
tisement (reprinted from 
the McGraw-Hill newspa- 
per campaign now running 
in Washington, New York 
and Chicago) is intended as 
a starter in a nationwide 
process of education on the 
source of good living. 


Some companies are run- 
ning the Seed Money Ad- 
vertisements locally, over 
their own signatures. Others 
are starting their own cam- 
paigns. Either way, the 
Seed Idea is being planted. 
If you would like to repro- 
duce this message in your 
plant city, free mats and 
booklet reprints (sold at 
cost) are available. 


Puke 


President 


McGraw-Hill Publishing Company, Inc. 
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DEMO CRATS need “Seed Money,’ too 


N 


this would mean another government bureau, 
more Federal employees, all of which will fur- 


a Joe 


ens. It rides with every American gunner today. 
American improvement is essentially 


political advertisement. We've got some 
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Ohlmacher Joins M&F 


H. H. Ohlmacher has joined the 
creative and copy staff of Meldrum 
and Fewsmith, Cleveland. For the 
past year Mr. Ohlmacher has been 
in charge of production of wartime 
training films for Loucks and Nor- 
ling Studios, New York, and pre- 
viously was vice-president of 
Brooke, Smith, French & Dorrance, 
Detroit. 


PAUL H. RAYMER CO., noriona! Soles Representative 


Drew Dudley, OWI 
Program Chief, Is 


Navy Lieutenant 


Washington, D. C., Aug. 3.—H. 
Andrew Dudley, chief of the OWI 
Office of Program Coordination, 
was sworn in today as a lieutenant 
(sg) in the Navy, with orders to 
report early next 
week for active 
service with the 
Navy Office of 
personnel in 
Washington. 

Mr. Dudley had 
been one of the 
first business men 
to go to Wash- 
ington when the 
war crisis be- 
came imminent, 
taking leave from 
his post as con- 
sumer sales man- 
ager of Wm. 
Wrigley Jr. Company, Chicago, 
back in the “defense” era. He first 
saw service with the bureau of pub- 
lic relations, War Department, as 
chief of the civilian affairs section. 

Later, he transferred to the vari- 
ous information agencies that pre- 
ceded OWI, going into Elmer Davis’ 
organization as assistant chief of 
the bureau of campaigns. Eventu- 
ally he became acting chief, and in 
a reorganization last spring, chief. 


Drew Dudley 


Departure of Mr. Dudley from the 
OPC raised the possibility that a 
major reorganization and reshuffling 
of assignments would be in order. 
James Rogers, Benton & Bowles 
executive recently named as assist-~ 
ant to Mr. Davis in place of Wil- 
liam B. Lewis Jr., former CBS vice- 
president who resigned in June, is 
taking over direction of OPC for 
the present. 


Praise OPC Work 


Work of the OPC under Mr. Dud- 
ley had received high praise in both 
industry and government circles. 
During the recent Congressional 
fight over continuation of OWI’s 
domestic branch, the OPC was 
firmly defended by Chester J. La- 
Roche, chairman of the War Adver- 
tising Council and by Paul West, 
president of the Association of Na- 
tional Advertisers. In the final 
reckoning, OPC escaped virtually 
unscathed, although OWI got only 
a quarter of its budget request for 
domestic operations. 

Mr. Dudley first went to Wash- 
ington fresh out of college ten years 
ago during the Blue Eagle days. 
He served as assistant to Arthur D. 
Whiteside, deputy NRA administra- 
tor, now chief of the WPB Office of 
Civilian Requirements. It was after 
the demise of NRA that he went 
with Wm. Wrigley. A native of 
Hanover, N. H., Mr. Dudley gradu- 
—_ from Dartmouth College in 
1933. 


Admen in the 


Armed Forces 


L. E. Larson, 
commandant of 
combat crews at 
the Topeka Army 
air base, has 
been promoted 
from first lieu- 
tenant to cap- 
tain. Capt. Lar- 
son, former head 
of Lee Larson & 
Co., outdoor ad- 
vertising concern 
of Waukesha, 
Wis., entered the 
Army a year ago. 
Before becoming 
commandant of combat crews he 
was public relations and special 
services officer. 

Boyd Rippey, account executive at 
KFRC, San Francisco, and former 
merchandising manager of the sta- 
tion, has been inducted into the 
Army. He reports for duty Aug. 13. 

R. V. Gillman, manager of Lau- 
rentian Agencies, Montreal; is on 
active service as a lieutenant in the 
Royal Canadian naval volunteer 
reserve. N. Dick, office manager, 
will handle advertising during the 
absence of Mr. Gillman. 

Lawrence G. Wagoner, research 
assistant in the business research 


Capt. L. E. Larson 
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You cant tell the Players 


without a Program 


* Westchester’s a swell place to live. And Nassau County. And 
Jersey. We ought to know—because we have more daily buyers 
there than any other New York evening newspaper. 


But don’t ever let this blind you to the truth that hundreds of 


thousands, no, millions of folks still do their commuting on the 


sidewalks of New York. 


So—if your job is to sell New York anything from pretzels to 
Ika dot ties, you can’t roll up the sidewalks of New York and 


ide them in a mental moth closet. 


They’re too darned real. They and the people on them. 


How do we know? Because we publish these people’s kind of newspaper. 


It’s a newspaper that speaks their language. A paper that covers 
world news and national news like a tent —the only New York eve- 
ning newspaper with all three of the wire services —AP, UP and INS. 
A paper that still doesn’t forget that the biggest news to any given 
individual is often what happens to the fellow next door. 


And New Yorkers go for it. 


For forty years, more of them have been walking up to the news- 


stands to plunk down their pennies for it than for any other eve- 


ning paper. 


No, sir, you can’t tell the players without a program. 


We're ready to prove, to your satisfaction, that the Journal-American 


is the program for New York. 


THE TRICK IS TO HOLD IT! 


It takes a good trumpet player to hit a high note and hold it. 


Forty years ago, the New York Journal-American stepped into first 
place among all New York evening newspapers. 


It has been there ever since, with a circulation that has never fallen 
below 600,000, now tops 632,000 daily and 1,000,000 on Sundays. 


That’s ormance an advertiser can’t ignore! 
gn 


Journal $pgzAmerican 


- BOONE ORGANIZATION 


LARGEST EVENING CIRCULATION /NW NEW YORK 


REPRESENTED NATIONALLY BY THE RODNEY E 


‘ 
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department of the Los Angeles Fr. 
aminer before he enlisted in the 
Army, has been promoted to firs; 
lieutenant in the Army air forces. 
He is stationed at LaGuardia Fiel|q 
New York. 

Rudrick R. Otto, formerly wit 
D. P. Brother & Co., Detroj 
agency, has just received his ca; 
tain’s bars. He is on the staff 
Maj. Gen. Matthew B. Ridgway. 
commander of the 82nd Airborn, 
Division Sky-troops, one of the fi\; 
divisions of the 11th Army. 

Joseph A. Haeffner, promotion: 
advertising director of the Buffal, 
News, has been inducted into th, 
Army and has reported to Cam, 
Upton, N. Y. He jdined the Neu 
in 1929 after having been assistan: 
publicity director of the Baltimor: 
Sunpapers. 

Staff Sgt. James T. Jackson, pub- 
lisher of the Daily Producer, Sem- 
inole, Okla., who has been in the 
public relations office of the San 
Antonio aviation cadet center, has 
left that post to enter the Quarter- 
master Corps officer candidate 
school, Camp Lee, Va. A veteran 
of World War I, he reenlisted in 
the Army last October. 

Carl Ford, president of J. W. 
Ford Company, Cincinnati typog- 
rapher, has been commissioned a 
lieutenant (jg) in the Navy and 
will report to Boston for induction. 
Elected president of the Advertisers 
Club of Cincinnati in May, Lt. 
Ford will be succeeded in that post 
by M. F. Allison, sales promotion 
manager, Station WLW. 

Jim Bourke, of Foster & Davies, 
Cleveland, and publicity director for 
Phil Spitalny’s “Hour of Charm,” 
has reported for duty as a lieuten- 
ant (jg) in naval aviation. 

Jack Hagstrom, of the art depart- 
ment of BBDO, New York, has 
joined the Army. 


Sterling Graham Gets 
‘Plain Dealer’ Post 


Sterling E. Graham, former ad- 
vertising manager, has been ap- 
pointed general manager of the 
Cleveland Plain Dealer, succeeding 
John S. McCarrens, who was slain 
two weeks ago in his office, it has 
been announced by the Forest City 
Publishing Company. 

The company’s board of directors 
has elected I. F. Freiberger, former 
vice-president, to succeed Mr. Mc- 
Carrens as president of Forest City, 
which also publishes the Cleveland 
News. Mr. Graham, who joined 
the Plain Dealer in 1924 as an auto- 
mobile advertising salesman and 
became advertising manager in 
1934, has also been elected a direc- 
tor. 


Haise Joins Heil 

Walter Haise, formerly sales and 
advertising manager of Pohlman 
Studios, Milwaukee, has joined the 
Heil Company of the same city, as 
technical copywriter to assist in the 
preparation of maintenance and 
operating manuals, public relation 
and publicity activities. 


“Teacher says sol” 


The weight of authority is vested by 
every child in his school teacher. 
She is oracle, mentor and arbiter. 


“Teacher says so,.”" is as authorita- 
tive as the law of the Medes and 
Persians. 


What does teacher say about adver- 


tising . . . about your advertising 
. about your product? What have 
oe] done to be sure she knows the 
facts? 
You can be sure if you tell her your 
story in the pages of her official 
“business paper” her association 
magazine. All 42 of these publica- 
tions reach 700,000 of America’s 


school teachers. Want to try? 


Manager 


STATE TEACHERS MAGAZINES, Inc. 


307 N. Michigan Ave., Chicago |, Ill. 


| An association of 42 state teachers magazines 


Georgia C. Rawson, 
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= | CALLS EX-SERVICE MEN | 13, cents, Newaguggintecs il be) more clovely current net Paid circu |Cottington in New Post | Wright Uses Radio 
, pt ? ; 7? - . , : adi : Wright Aeronautical Corporation 
st aaa =--vte--—--y | With corresponding reduction in| Romances will be 750,000; for| _C©. H. Cottington, radio director rig , 
Re copanee rat Photovl 800,000 ih cnt | of McCann-Erickson. New York.| Seeking personnel to relieve the 
ry ae 5? es. otoplay, 000, with rates in- ill join Erwin. Wasey & Co.. New| Manpower shortage at its Paterson, 
id er A a The guaranteed base for all Mac-|¢reased proportionatly in addition) Wi’) JOln ene ne te N. J., plant, has signed with Station 
att ; fadden magazines will be the yearly | © @ 5% increase in True Romances’ York, in @ similar capacity on Aug. WINS. New Y , 5-mi 
it Sincere Message . “¥ : yer) | basic rate 16. Mr. Cottington was formerly a| WINS, New York, for seven 15-min- 
, : average, effective with January, N ’ = d.| vice-president at N. W. Ayer & Son. | ute programs daily, Monday through 
= To Disabled and Incapacitated 1944, issues. This policy helps save|, New rate cards have been issued, | | t he : ds Ed-| Saturday. 
paper by permitting reduction in| imcorporating recently established| ‘nm hls new post, he succeeds 
of Pa, Ex-Service Men returns through closer adjustment| “on. sale” dates, later advertising ward J. Fitzgerald, who resigned : ; 
y hi) setomee Ti of print orders to seasonal trends. | Closing dates and later billing dates. | to Join Donahue & Coe, and relieves Thilacelfhia's Soloclion 
ni 1 -& ae Four color half pages will be Charles H. Pinkham, a vice-presi- 
ive es gh hae . pages dent, who took over temporarily as PAl NTED DIS PLAY 
- oe eliminated in all magazines, effec- Haff J . G radio director of the agency. 
: L &) navies : ie — Mgr ge* 1943, a ois Uregory 
° %~, tae wo column and tull-page adver- Wilton C. Haff, formerly with . . 
- } ee eee tisements in four colors will con-| Fraser - Brace Ti mcrinar ein Com- Taylor Joins Viceroy 
™ GF a - | | tinue to be accepted subject to| pany, New York, and previously| E. G. Taylor has been appointed 
Y , Ag — ¥ | space availability. , account executive of Griswold-| manager of market research and | 
nes ar aan will wt no —— Bae aeonen conpany, gy nen ond ny ee - 9 of beer 4 a.” Com- | 
ae over-all guarantee for acfadden | Anfenger vertising Agency, St.| pany, rubber specialties, Toronto. i e 
ai g Women’s Group since guarantees| Louis, has been appointed execu-| He was formerly in the sales pro- andau OUTDOOR ADV. CO. 
1] on True Romances and Photoplay| tive vice-president of Gregory Ad-| motion department of E. L. aeeey PHILADELPHIA six * seoao sr © eaocuir nin 
m- are being increased to approximate | vertising, Cleveland. Company, Toronto. 
the 
San 
has 
er- Gray Mfg. Co., Hartford, Conn., used 
ate this 532-line insertion in the New York 
ran Herald Tribune offering jobs to disabled 
in and incapacitated ex-service men, and 
placed a smaller unit in the financial 
W. section of the same paper calling the 
og- attention of industry leaders to the ad- 
la vertisement, and inviting them to use 
and the same idea. 
ion. 
sers “ 
u. [Paper Saving 
ion Steps Announced 
ries, 
i. by Macfadden 
_ New York, Aug. 4.—Assuming 
_ hat further paper cuts seem to be 
{ nevitable, H. A. Wise, advertising 
jirector, Macfadden Publications, 
ms as announced that in line with 
ecommendations of the National 
ublishers Association cooperating 
with the War Production Board, 
facfadden would initiate steps to 
nake efficient use of the paper sup- 
ly allocated to its publications. 
ad- Effective with November | issues 
aP- Baper stock will be reduced from 40 
the bs. to 38 Ibs. Decreases in guar- 
ding ntees of True Experiences and | 
lain rue Love and Romance will be in-| 
has [tituted, effective with October, | 
City fh943 issues, coincident with a price | 
per copy increase from 10 cents to! 
‘tors 
mer 
Mc- : 
ity, eZ 
land | 
ined 
uto- »] 
and 
r in 
rec- 
and ANOTHER 
man THE AMERICAN FARMER... the 
the : 
of LIKE IT! world’s champion producer of food! 
| the 
and * 
tion 
HERE IN OREGON the CHAMP has plenty of room to swing. His “bread-basket 
il - ° ° e ° ° ° 
ly Se ee ey pve shift”, from dawn to dusk, is a battle shift fighting against hunger in a world at war. 
L chasing power in 
t Seuthern Now Bagiacd te His records even beat our phenomenal industrial gains, round by round. 
( greater than in any other 
r 


ans at ah dean. Farming, like this state’s many other payroll producers, is spread over the valleys 


That means that when 


and plains of the whole state. Dependable farm production, now at a profitable all- 
your advertising message ° ° o. 8 . . : 

“pase it: . es time peak, is a farm tradition in Oregon where we have never experienced a crop failure. 
is directed to this market 


i hes © seal eppertuntty The Oregonian is the only newspaper in this state that influences the thinking, the 
to bring sales results. 


St SE | living and the buying habits of the entire state where farming activity means buying . 


‘ ing dollars through WTIC activity. Put the area-wide influence of this newspaper to work in your Pacific Coast 


—Southern New England's 


advertising plans. 


by foremost selling medium. ¥ | 
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General Mills 
Greatly Increases 
Advertising Pool 


Heavily Expanded 
Budget Due Mainly 
to New Products 


New York, Aug. 4.—Announcing 
a substantially increased advertis- 
ing budget due to the manufacture 
of two new products—Cheerioats 
and Betty Crocker soups—James F. 
Bell, chairman of the board of Gen- 
eral Mills, emphasized here this 
week while presenting the com- 
pany’s annual report that advertis- 
ing plays a vital role in stimulating 
the national economy besides being 
a great instrument of communica- 
tion. 

Sales of General Mills for the fis- 
cal year ended May 31, 1943, totaled 
$217,485,502—largest in the com- 
pany’s history, both in volume and 
dollars, he revealed. Net profits re- 
mained almost unchanged from the 
previous year. Earnings per share 
of common stock were $6.40, com- 
pared with $6.06 in 1941-42. 

By and large, the company’s ad- 
vertising has been devoted to help- 
ing American housewives adapt 
themselves to the current food sit- 
uation, declared Mr. Bell, and ef- 
forts have been made to be of serv- 
ice in national problems, not only 
through direct aid to government 
agencies but by the vast amount of 
authentic information on wartime 
nutritional problems furnished by 
General Mills’ home service, public 
service and research departments. 


Recalls Ill-Fated Study 


Alluding to the National Indus- 
trial Conference Board’s ill-fated 
study of the social and economic 
aspects of advertising in the na- 
tion’s economy, Mr. Bell, who 
served as the sparkplug of the en- 
tire movement, noted with regret 
that the project was discarded due 
to wartime conditions, particularly 


the manpower shortage. He ex- 
pressed concern that the “ponder- 
ous” Harvard Study has never been 
adequately interpreted for the pub- 
lic which should have an apprecia- 
tion of what advertising is doing. 


rectors Mr. Bell said, “While the 
major business of your company re- 
mains in the field of food, General 
Mills has embarked upon a diversi- 
fication of products for which the 
directors believe there is an en- 
couraging future. The company has 
undertaken work in high precision 
instruments for the United States 
Navy. However, a very minor pro- 
portion of company income is de- 
rived from ordnance manufacture. 
Analysis of consumer and industrial 
market possibilities is a continuous 
project. Your company, in the face 
of extraordinary conditions, has en- 
deavored during this last year to 
maintain a fundamental soundness 
in conduct of its business. Through 
an aggressive policy of improving 
its products, and creating new prod- 
ucts, there is reason to believe that 
we can look forward to continued 
growth and profitable operation.” 


Research Expanded 


The company’s greatly expanded 
research department has not only 
been of important service in coping 
with wartime restrictions but its ex- 
periments in nutritional problems 
for the armed services abroad and 
in food packaging have put General 
Mills in excellent strategic position 
for postwar developments along 
these lines, he said. Good labor re- 
lations have been maintained and 
the company has been fortunate in 
meeting transportation difficulties 
because of maintenance of plants at 
key points throughout the country. 

Harry A. Bullis, president of the 
company, stressed that General 
Mills is formulating plans to take 
advantage of the opportunities for 
expansion of production and distri- 
bution of its present products and 
for production and marketing of 
new products. To this end, he 
added, a postwar planning commit- 
tee has been organized among the 
major executives, which will at- 
tempt to keep constantly informed 
regarding political, economic or 
social trends. 

The company has continued the 
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policy of protecting the net position 
of grain on hand, cash grain pur- 
chases, and unfilled flour sales or- 
ders, by hedging through contract- 
ing in grain futures markets for the 


|purpose of decreasing the specula- 
In his report to the board of di- | 


tive risk involved, it was pointed 
out. All of these factors are re- 
flected in the balance sheet at fair 
market value, including market ad- 
justments for the open transactions. 

All research department activities 
have been grouped into engineering 
research, chemical research, indus- 
trial market research, farm research, 
and outside research activities. Sev- 
eral new and promising package 
food products were developed dur- 
ing the year and are now being 
tested. 

Report on Vitamin Production 


Mention was made of the com- 
pany’s response to the government’s 
need for new products which has 
brought about an expansion of its 
activities in two general classifica- 
tions—food and mechanical devel- 
opment. Experience with close tol- 
erance production points the way to 
future opportunities in the field of 
mechanical products. 

The annual report contained ref- 
erence to Distillation Products, 
which is jointly owned by General 
Mills and Eastman Kodak Company 
and is now a leader in the vitamin 
A field. During the year, production 
of Vegel, vitamin E, also by distilla- 
tion, has reached commercial pro- 
portions, possibly to rival vitamin A 
in importance. Capacity of produc- 
tion for the two vitamins has been 
continuously expanded. 


Wm. Wrigley Jr. Co.—For the 
quarter ended June 30, 1943 net 
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TWO NEW DRIVES FOR RALEIGH 


ALREADY ONE 
MILLION DOLLARS ics cer. sone 
IN WAR BONDS _ FREE CIGARETTES To 


to Raleigh smokers Sor coupe A A FIGHTER R OVERSEAS 


card he can return to you 


2 pocks of Ralsighs will be sent in your seme for 
every conten you buy trom your desler during Auguet 


ei. sania 
Sudtch to Raleighs! Get your share of '12.500 
ie War Bonds every doy... of ne extra cont 


— eee 


CAN OF YOUR PRY INTO WAR BONDS 


buy still more bonds with your Raleigh Cigarettes 


Brown & Williamson Tobacco Co. has launched two new drives for Raleigh 
cigarets. Based on redemption of Raleigh coupons for war bonds and stamps 
instead of the usual premiums, test copy is currently appearing in 1,500-line space 
in Minneapolis, St. Louis and Cleveland newspapers. Insertions in This Week 
Magazine and The American Weekly announce a new plan in cooperation with 
the military services whereby the purchaser of a carton of Raleighs may sign 
an overseas gift card, which will be sent by B&W with two packs to combat zones 
outside the U. S. The cigarets are not sent to specified individuals. The offer 
is good throughout August. Batten, Barton, Durstine & Osborn is the agency. 


$1,861,649; for like 1942| earnings $2,056,048; for like 1942 
| quarter, $886,389. 

American Radiator — For six 
months ended June 30, 1943, net 


earnings 
quarter, $1,443,963. 

Allis-Chaimers Mfg. — For the 
quarter ended June 30, 1943, net 
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Pictures and data 
to the right apply 
to Spokane and its 
rich productive In- 
land Empire—a 
“Distinctly Differ- 
ent Market.” 
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num Co. of America’s vast ne 
reduction plant and huge fabrica 
ing plant. 


POWER at Grand Coulee, 
world’s greatest dam and power 
project. 


ARMY AIR DEPOT bal 


at cost of $35,000,000, 17 miles w 
of Spokane. 


INDUSTRY 


Established plants are expanding— 
new industries at work. 
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PROCESSED FOOD 
canned and frozen, are produc 
here in large quantities. 


Packers recognize Spokane as & 
great livestock center. 


i/, BILLION is estimate 


capital invested in Spokane #'¢® 
2-year period. 


aud other metals flow in 
steady stream from Spokane area 
mines. 
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earnings $2,389,523; for like 1942 
period, $2,155, 690. 

American Rolling Mill—For six 
mont ths ended June 30, 1943, net 
earnings $3,229,697; for like 1942 
neriod, $3,334,323. 

Atlas Powder—For six months 
ended June 30, 1943, net earnings 
$767,012; for like 1942 period, 
$666, 503. 

Black & Decker—For nine months 
ended June 30, 1943, net earnings 
$687 837; for like 1942 period $995,- 
“ Bon Ami Co.—For six months 
ended June 30, 1943, net earnings 
$510.81; for like 1942 period, 
$485, 320. 

Canada Dry Ginger Ale—For 
nine months ended June 30, 1943, 
net earnings $1,145,006; for like 
1942 period, $1,016,799. 

Cluett, Peabody & Co.—For six 
months ended June 30, 1943, 
$1,469,984; for like 1942 period, 
$1,499,318. 

Commercial Solvents—For the 
quarter ended June 30, 1943, net 
earnings $568,695; for like 1942 
quarter, $596,730. 

Congoleum - Nairn — For six 
nonths ended June 30, 1943, net 
earnings $659,759; for like 1942 
period, $769,738. 

Continental Can—For 12 months 
ended June 30, 1943, net earnings 
$4,987,331; for preceding 12 months 
$6,719,800. 

Crosiey Corp.—For six months 
ended June 30, 1943, net earnings 
$2,654,135; for like period in 1942, 
$381,081. 

Dixie Cup Co.—For 12 months 
ended June 30, 1943, net earnings 
$899,564; for preceding 12 months, 
$828,902. 


Armed Forces Cut 


U. S. Civilian 
Population 2.4% 


Washington, D. C., Aug. 3.—The 
nation’s civilian population has lost 
to the armed forces and has moved 
in large numbers to areas of the 
greatest war activities, it was re- 
vealed this week in a preliminary 
estimate released by the Bureau of 
the Census, Department of Com- 
merce. 

The civilian population decreased 
approximately 3,100,000, or 2.4%, 
between April 1, 1940, and March 1 
of this year. The increase in the 
size of the armed forces has out- 
stripped the natural increase of the 
population by such a margin that 
Only 128,200,000 persons made up 
the civilian population on March 1, 
compared with 131,300,000 on April 
1, 1940. 


West Tabs Only Increase 


Of the four regions of the coun- 
try, only the West increased in 
population during the intervening 
35 months. The northeastern states, 
north central states and the South 
together lost more than 6,000,000 
persons to the West and the armed 
forces — although their net loss in 
civilian population, counting the 
natural increase, was only 3,700,- 
000. 

The gain in the West was con- 


centrated 
while the loss in the remainder of 


the country was borne chiefly by | 


the middle Atlantic and west north 
central divisions, according to bur- 
eau estimates. The south Atlantic 


division scored a modest 1% in- | 


crease in civilian population. 


Substantial gains in the Civilian | negton, Division, and 


population have been marked up, | 


as shown in the accompanying | 
chart, by the three Pacific states, 
Arizona, Utah, Nevada, Florida, 
Maryland, Virginia and the District | 
of Columbia. 
and Connecticut hed 
creases. New York was the heavi- 
est loser, dropping 650,000. 

March estimates of the civilian 
population are based on the num- 
ber of registrations for Ration Book 
No. 2. Registration figures were 
adjusted to add to an independent 
estimate of the population qualified 
to register in the United States as 
a whole, and allowance was made 
for persons residing in institutions 
and not eligible to register. For 
the District of Columbia, the bu- 
reau substituted an average of sep- 
arate estimates based on federal 
employment, city directory and 
registration data. 


‘Sun’ Adds Feature 


The Chicago Sun has added a 
column devoted to advertising 
news as a weekly feature. Edited 
by John Milliken, the column will 
appear 


advertising is playing in the war 
effort, new campaigns, copy themes, 
personnel developments and ac- 
count plans. 
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AGNESITE 
¢ Spokane area is important 
urce of magnesite products. 


OUSING UNITS == 


shed to accommodate greatly in- 
*ased population—now over 200,- 


” for Metropolitan Spokane. 


a i i > ee 
NAVAL TRAINING .. -... 
co and at Farragut, nation’s 2nd 
largest naval training station. 


“ARMY HOSPITAL 
New 1500-bed Baxter Hospital now 
caring for patients. 


CONTRIGUTING ~ 


World’s greatest stand of white 
pine supplies many war needs. 


WAR BONDS- 


Residents of this area are investing 
heavily in War Bonds. 


7 Pl € P we 
MILITARY TRAINING 
at Spokane’s expanded Fort George 
Wright, here since pioneer days. 


One-twelfth of nation’s bread cereal 
comes from Inland Empire. 


One-third of nation’s lead comes 
from the Spokane area. 


NEWSPAPERS 


Spokane Dailies are squarely back 
of the war effort—70 of their staff 
have joined the colors. 
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, ange Inland Empire Like the Sunshine 


\epresentatives, SUNDAY SPOKESMAN-REVIEW —Comic Sections: Metropolitan Sunday Newspapers, Inc. 
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Continental United States, by Regions, Divisions, 
and States: March 1, 1943, with Compara- 
tive Figures for April 1, 1940 


Estimated change in 


Estimated Estimated civilian population 
civilian civilian between April 1, 1940, Total 
population population and March 1, 1943 population 
State March 1,1943 April 1, 1940 Number Percent April 1, 1940 
United States ....... 128,231,363 131,323,136 —3,001,773 —2.4 131,669,275 
REGIONS: 
The Noreastern States. 34,580,906 35,914,411 —1,333,505 —3.7 35,976,777 
The North Cent’! States 38,513,309 40,094,960 —1,581,651 —3.9 40,143,332 
The South .. : 40,747,337 41,504,962 —757,625 —1.8 41,665,901 
The West ........... 14,389,811 13,808,803 + 581,008 +42 13,883,265 
STAT 
New E ~ # 7 8,176,658 8,420,736 —244,078 —2.9 8,437,290 
Middle Atlantic ...... 26,404,248 27,493,675 —1,089,427 —41.0 27,539,487 
| THE NORTH CENTRAL 
STATES: 
East North Central... 26,097,132 26,598,536 —OL 44 —1.9 26,626,342 
West North Central 12,416,177 13,496,424 —1,080,247 —8.0 13,516,990 
THE SOUTH: 
South Atlantic : 17,898,638 17,723,301 + 175,337 +10 17,823,151 
East South Central . 10,250,117 10,763,258 —513,141 —ik 10,778,225 
West South Central 12,598,582 13,018,403 —419,821 —3.2 13,064,525 
THE WEST: 
Mountain 4,008,173 4,133,311 —125,138 —3.0 4,150,003 
UE 4% se v.50 10,381,638 9,675,492 + 706,146 +73 9,733,262 
NEW E NGL AND: 
Maine -... 791,388 843,924 —52 536 —6.2 $47,226 
New Hampshire 454,167 491,375 —37,208 —7.6 491,524 
EE | ire ae ace iii 322,061 357,277 —35,216 —9.9 359,231 
Massac husetts ‘ 4,156,346 4,311,918 —155,572 —3.6 4,316,721 
Rhode Island 699,266 708,836 —9,570 —14 713,346 
Connecticut 1,753,430 1,707,406 + 46,0274 +2.7 1,709,242 
MIDDLE ATLANTIC: 
New York ‘ 12,789,130 13,444,022 —654, 892 —.9 13,479,142 
New Jersey 4,101,846 4,153,956 —52,110 —1.3 4,160,165 
Pennsylvania .. ... 9,513,272 9,895,697 —B82 425 —3.0 9,900,180 
EAST NORTH CENTRAL 
Ohio : 6,810,136 6,904,423 —94,287 —11.4 6,907,612 
Indiana 3,406,257 3,424,319 —18,062 —O.5 3,427,796 
I he ya x Bi 7,643,350 7,882,054 —238,704 —3.0 7,897,241 
Michigan 5,269,416 5,250,636 + 18,780 +04 5,256,106 
8 est ot oad oa 2,967,973 3,137,104 —169,131 —5.4 3,137,587 
WEST NORTH CENTRAL 
Minnesota . . 2,544,699 2,788,956 —244,257 —8.8 2,792,300 
8 Ore 2,294,184 2,537,008 —242,824 —9.6 2,538,268 
Missouri ..... 3,582,355 3,783,666 —201,311 —5.3 3,784,664 
North Dakota ‘ 536,510 641,692 —105,182 —16.4 641,935 
South Dakota ... ' 552,728 642,682 —89 954 —14.0 642,961 
Nebraska 1,198,202 1,313,438 —115,236 —B8.8 1,315,834 
ee 1,707,499 1,788,982 —81,483 —4.6 1,801,028 
SOUTH ATLANTIC: 
Delaware : 271,741 265,343 + 6,398 +24 266,505 
Maryland .. . 1,964,914 1,806,485 + 158,429 +88 1,821,244 
District of © olumbia. 839,013 658,018 + 180,995 +275 663,091 
Virginia ...... ; ; 2,767,789 2,642,729 + 125,060 +4.7 2,677,773 
West Virginia 1,742,705 1,901,723 —159,018 —B8.4 1,901,974 
North Carolina 3,404,194 3,562 592 —158,398 —t.4 3,571,623 
South Carolina .. 1,835,937 1,892,742 —56 BS —3.0 1,899 804 
Georgia 3,015,336 3,102,584 —87,248 —2.8 3,123,723 
Florida . 2,057,009 1,891,085 + 165,924 +88 1,807,414 
EAST SOUTH CENTRAL: 
EE <. 5% o's aan 62 2,579,486 2,835,841 —256,355 —9.0 2,845,627 
Tennessee ..... 2,863,211 2,915,742 —62,531 —I18 2,915,841 
Alabama .... ; 2,777,322 2,828,166 —0 BAA —1.8 2,832,961 
eee 2,030,098 2,183,509 —153,411 —7.0 2,183,796 
WEST SOUTH CENTRAL: 
Arkansas ........ 1,809,012 1,948,250 —139,238 —7.1 1,949,387 
Louisiana .... .. 2,849,532 2,358,769 —9,237 —0.4 2. 363,880 
Oklahoma .. .... %,103,484 2,329,522 —226,638 —9.7 2,336,434 
Texas . cua 6,336,554 6,381,862 —45,308 0.7 6,414,824 
MOUNTAIN 
Montana .. 472,595 558,270 —85,675 —15.3 559,456 
ee 467,657 524,800 —57,152 —10.9 524,873 
Wyoming 228,917 244,745 —15,828 —6.5 250,742 
Colorado ..... 1,057,977 1,119,274 —61,297 —5.5 1,123,296 
New Mexico ....... 490,081 530,662 —10 581 —7.6 531,818 
Arizona .. 573,881 497,668 + 76,813... 415.5 499,261 
Utah ae 583,970 549,722 + 34,248 +6.2 550,310 
Nevada .... 133,095 108,761 + 24,334 + 22.4 110,247 
PACIFIC: 
Washington ...... 1,843,104 1,719,143 + 123,961 +7.2 1,736,191 
Oregon ...... poences ee 1,088,284 + 52,794 +49 1,089,684 
ES ee 7,397,456 6,868,065 + 529,391 +7.7 6,907 387 


Howe Appoints Lindley Elliott Named President 


Kenneth C. Lindley has been James M. Elliott, formerly execu- 
appointed manager of advertising| tive vice-president and general 
and sales promotion of Howe Scale| manager of John F. Jelke Company, 
Company, Rutland, Vt. He was| Chicago, has been promoted to the 
formerly in the industrial sales and | position of president. John F. Jelke, 
advertising departments of Toledo| former president, becomes chair- 
Scale Company, and prior to that| man of the board; J. W. Dickinson, 
director of research of Oakleigh R.| vice-president, and E. A. Balge- 
French & Associates, St. Louis. mann, secretary-treasurer. 


inthe DETROIT AREA 


Business is ON THE 


—and CKLW 
is hitting 


A NEW HIGH! 


Retail business in the Detroit Area is hitting 


a new high and CKLW time-sales in 
many major retail classifications leads ’em 
all. Blanket coverage for less, is the reason! 


5,000 Watts 
Day and Night 
at 800 Ke. 
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Plan Chicago Meeting 

The Shoe Industry War Confer- 
ence and Market Week, sponsored 
jointly by the National Shoe Re- 
tailers Association and the National 
Boot and Shoe Manufacturers Asso- 
ciation, will be held in Chicago, 
Nov. 1-4. Accommodations for ex- 
hibitors have been made at the 
Hotel Morrison and the Palmer 
House. 


Melin Appoints Agency 

Melin Mills, Detroit and Grand 
Rapids, manufacturer of Melin 
Long-Life high-speed end mills, 
has appointed Beckman & Beer- 
bohm, Detroit, to direct its account. 
Business and technical publications 
and direct mail will be used. 


Choose the 
Leader... 


Treasury Readies 
All-Out Campaign 
for 3rd War Loan 


Washington, D. C., Aug. 4.—The 
Treasury Department was all set 
this week for another “biggest drive 
in history’—the advertising and 
promotion which will launch the 
3rd War Loan drive Sept. 9. 

The Treasury seeks $15,000,000,- 
000 and will direct its efforts, along 
with those of private advertisers 
and all media, to the individual who 
will be asked to buy at least $100 
more than his usual war bond pur- 
chases. “Back the Attack — Buy 
War Bonds” will be the theme of 
the drive. 

Newspaper advertising will kick 
off the campaign a week early with 
full-page announcements in daily 
and weekly papers. Proof books 
are to be sent to all publications, 
starting about Aug. 10, with mats 
of the entire series of advertise- 
ments to follow. 


General Posters Scheduled 


What the Treasury itself terms 
the “greatest outdoor advertising 
program in history” also will throw 


its support to the drive, with 
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BACK THE ATTACK-WITH WAR BONDS 


Opening newspaper advertisement in the 
Treasury's 3rd War Loan drive is this 
full page. 


150,000 outdoor panels carrying war 
bond messages. Of these, the in- 
dustry will contribute 30,000; 20,000 
will carry the sponsors’ names along 
with the slogan; and the remaining 
100,000 boards will carry the slogan 
by means of corner sheets. Three- 
sheets will be displayed in Boston, 
New York and Chicago, 


and a 95,000 car card showing has 
been arranged. 


Other Media Lined Up 


More than 100 general magazines 
will run a special 3rd War Loan 
drive advertisement in issues reach- 
ing the stands during September 
and more than 400 business papers 
are expected to donate space to the 
campaign. Thirty or more farm 
papers are expected to run a spe- 
cial appeal addressed to U. S. 
farmers. 

On the direct mail front, tele- 
phone companies will include en- 
velope stuffers in more than 3,000,- 
000 bills sent to customers. Addi- 
tional stuffers will go out to 5,000,- 
000 relatives of Army and Navy 
personnel receiving September sup- 
port checks, urging that part of 
these funds be devoted to war 
bonds. Posters also will be given 
widespread distribution. 

Leading national advertisers have 
been urged to include the appeal in 
their regular advertising during 
September if they do not sponsor 
Treasury-prepared copy or create 
their own 3rd War Loan ads. 


Set $10,000,000 Value 


The OWI domestic radio bureau 
put up as its goal for the 22-day 
drive, one billion listener-impres- 
sions—25% more than the circula- 


Criterion Advertising wing has 


tion provided for the 2nd War Loan 


through—and estimated that the total value 


+a ARAN 
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“The Cincinnati Enquirer sent it as a reminder of the 
big jump taken by their national linage” 


Total National Linage 


first 6 months 
first 6 months 1942 


Source: Med 


SAYS GOOD MORNING 


1943 vs. 


The Enquirer (combined) 246,862 333 
Daily Enquirer ----°°*” 176,924 55-4 
Sunday Enquirer ---**° 69,938 16.6 
Afternoon Paper “a” 76814 8.0 
85,777 13.6 


Afternoon Paper sl 


| iy year it was the local retailers who gave The 
Enquirer a big linage-jump—and now national 
advertisers have discovered that The Enquirer is the 

ot” buy in Cincinnati. 


Lines *o 
Gained increas? 


io Records 


TO ITS READERS 


Just look at the kangaroo jump The Enquirer's national 
linage has taken so far this year. A bigger jump than 
both afternoon papers combined. And there’s a reason. 


The Enquirer is the “prestige paper” of this town. It 
reaches the substantial opinion-forming, money-spending 
families in every suburb and section. Yes, and reaches 
more of them per dollar, for The Enquirer’s milline 
rate (5,000 line upwards) is the lowest in Cincinnati. 


THE SWING 


AND GOOD BUSINESS TO 


1s TO 


THE CINCINNATI ENQUIRER 


Represented by Paul Biock and Associates 


“Back the Attack,” 
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3RD LOAN POSTER 


the 
throughout the promotion of the 3rd 
War Loan campaign, heads the effective 
illustration of the soldier in action fo, 
this general poster. 


theme used 


ITS ADVERTISERS 


— 


of talent and time for the drive wi] 
reach $10,000,000. 

On the drive’s opening date Ow] 
plans to turn over all its available 
facilities to the Treasury campaign, 
and thereafter the original impact 
will be kept up as far as is pos. 


sible. 


Thus: 


1. On Sept. 9 every network show 
working under the network alloca- 


tion program will carry the 


“back 


up the attack with war bonds” mes- 


|sage and 60% 
|'achieved after that. 
215 programs—including three out 
of four of radio’s most popular pro- 
grams—and 600,000,000 listener-im- 
pressions. 
stars and guest artists will be asked 
to make personal appeals. 


booking will be 
This means 


In every case, program 


2. Through the special assignment 


plan 26 additional network commer- 
cial and sustaining programs wil! 
give full treatment to the war bond 
drive on the starting date. 
the campaign, almost every show 
will be asked to devote at least one 


During 


program to the drive and to make 


3. All 


six times. 
was estimated, 


grams 


that program unusual and different. 
The number of programs: 
number of 
420,000,000. 


180; the 
listener - impressions: 


On All Local Stations 


local station 


For the rest of 


pressions. 


5. Every local station in the na- 


tion will be asked to give every 


available station break on Sep! 
to the Treasury’s drive and there- 
after to plug the drive on as many 


live programs as possible. 


6. OWI will ask the four major 
networks to assign the 3rd 
Loan message to every sustai 
| 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated* ‘ve 
7th test market in the U. >. 
—2nd in New England. W ‘> 
@ minimum cost you reec" 
urban and suburban popu’ 
tion. 


“Independent Survey of Providence Bul ' 


announce- 
ments will include the war bond 
message on Sept. 9; 
a total of nine announcements dail) 
on network affiliates and 12 per day 
on independents. 
the drive network stations will an- 
nounce the campaign three times 
per day and non-network stations, 
This will result in, it 
76,800 announce- 
ments, and 325,000,000 listener-im- 
pressions. 

4. Since the drive begins 
ends in the middle of the week, 
OWI can give only 50% booking o! 
the national spot allocation plan for 
the two weeks beginning Sept 
on live programs only. Or, 40 pro- 
and 9,000,000 listener-im- 


in other words, 


and 


13 


9 


Var 
ing 
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rogram not otherwise covered on 
the opening day. 

7. OWI will also contact the War 

and Navy Departments and request 
that local public relation officers, 
wherever possible, drive across the 
message of the 3rd War Loan. Fur- 
ther, the Agriculture Department 
will be asked to supply local farm 
programs with war loan material. 
In conclusion, war loan messages 
will be used on about four daily 
participating network news _ pro- 
grams. 
*The advertising campaign is 
under the direction of Vincent F. 
Callahan, director of advertising, 
press and radio for the Treasury’s 
War Finance Division (formerly 
War Savings Staff), assisted by 
Thomas H. Lane, chief of advertis- 
ing, and Sherwood King, general 
assistant to Mr. Lane, in charge of 
creative activities. 


| Clipp Succeeds 


Rosenbaum 


Samuel R. Rosenbaum, president 
of WFIL Broadcasting Company, 
Philadelphia, and recently commis- 
sioned lieutenant colonel in the 
U.S. Army special reserve for serv- 
ice in the Division of Military Gov- 
ernment of Occupied Territories, 
has announced that Roger W. Clipp 
has been promoted to executive vice 
president of WFIL to exercise full 
executive powers as president dur- 
ing Mr. Rosenbaum’s leave. He has 
been with the radio industry from 
its beginning. For a number of 
years he was with NBC in the sta- 
tion relations department, leaving 
that network in 1935 to become 
business manager of WFIL. In 1938 
he became its general manager. In 
1941 he was elected vice-president 
and member of the board of direct- 
ors of WFIL Broadcasting Company. 


Begins Linage Service 

Joseph Cichetti, head of Adver- 
tising Linage Service, New York, 
for the past 12 years specializing in 
newspaper classified linage analy- 
ses, has announced that this organ- 
ization will begin a display adver- 
tising linage measuring 
starting Sept. 1 


Libby Appoints Rose 

John W. Rose has been appointed 
general sales manager of Libby, 
McNeill & Libby, Chicago. Mr. 
Rose, who has been with the com- 
pany for the past 11 years, was 
district sales manager of the Hous- 
ton, Tex., territory until his trans- 
fer to Chicago a year ago. 


Joins Donahue & Coe 


Lawrence H. Lipskin, formerly 
copy chief with Columbia Pictures 
Corporation, New York, has joined 
the copy staff of Donahue & Coe, 
New York. 
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M-G-M Ads to Help 
Smaller Exhibitors 


To stimulate trade in every sec- 
tion of the country in which its 
more than 12,000 exhibitors are 
located, and whose business might 
be affected by shifting population 
and other wartime factors, Metro- 
Goldwyn-Mayer has inaugurated a 
policy to lend aid in any such 
stricken situation through advertis- 
ing, exploitation and promotion. 

The company has earmarked an 
initial appropriation of $125,000 for 
advertising and promotion, and if 
necessary, the amount will be in- 
creased. In addition, M-G-M has 
determined on a policy to price its 
product in accordance with present- 
day conditions. Smaller houses 
will be given the same attention as 
big key city theaters. 


Taxes Offset 
Record Rise in 


Stores’ Income 


New York, Aug. 3.— Although 
1942 will go down in department 
and specialty store history as the 
best sales year on record, peak 
gross profits were so reduced by 
all-time high taxes that the final 
net showing was less by approxi- 
mately two-thirds, according to the 
1942 Departmental Merchandising 
and Operating Results, an annual 
report of the Controllers’ Congress 
of the National Retail Dry Goods 
Association. It is based on depart- 
mental data submitted by 277 de- 
partment and apparel specialty 
stores. 


A survey of 277 such outlets 
credited increased sales to two 
major factors — greater consumer 
purchasing power resulting from 
the “increased business tempo” of 


war, and the shift in consumer 
spending from such _ unavailable 
items as automobiles, tires and 
gasoline. 


Stock Shortages Greater 


An increase in “markups” or the 
gross profit, and a decrease in 
“markdowns” or reduction of prices 
for clearance were noted in a num- 
ber of departments as having major 
effects upon profits. For most de- 
partments, stock shortages in- 
creased. 

Turnover in home furnishing de- 
partments showed sharp declines. 
As a result of WPB orders curtail- 
ing or halting production, the as- 
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sociation said, stores sought to in- 
crease inventories to take care of 
future demands. 


Takes Wartime Post 


A. L. Cawthorne-Page, manager 
of the Canadian publication and 
advertising division of Metropolitan 
Life Insurance Company, Ottawa, 
has been loaned to the Wartime 
Prices and Trade Board as execu- 
tive assistant to the director of in- 
formation. 


Koellisch Appointed 

J. P. Koellisch, former advertis- 
ing agency account executive and 
business paper editor, has been ap- 
pointed advertising and sales pro- 
motion manager of L. Sonneborn 
Sons, New York, oil refiner and 
manufacturing chemist. 
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SIL @YA BLOCK BUSTER ? 


* Because they both have a terrific impact locally plus a telling 


effect for. miles around. * WGN's local impact is attested to by bs 


Chicago's retailers who place more business on WGN than on 


all other 50,000 watt Chicago stations combined. * National 


spot advertisers bear testimony to WGN's wide and effective 


coverage by keeping WGN the leader in this classification. 


A Clear Channel Station 
CHICAGO 


50,000 WATTS 


MUTUAL 


(5 
| 


EASTERN SALES OPFICE: 220 E. 42nd Street, New York 17, N. Y. 


ILLINOIS 


720 KILOCYCLES 


* 


Tw 
—_ 


BROADCASTING SYSTEM 


PAUL H. RAYMER CO., Los Angeles 14, Cal.; San Francisco, Cal. 
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30 
Mawhinney to ‘Parade’ 


Andrew Mawhinney has resigned 
as promotion and research manager 
of The New Yorker to join the 
staff of Parade, New York. 


Staris Art Service 


Bill Tara, formerly art director of 
Columbia Pacific Network, has 
opened an art service in the Archi- 
tects building, Los Angeles. 


WANTED 


A-1 Copywriter 


One of America's better 
known, well-established Agen- 
cies is in need of a bang-up 
copywriter for its Davenport 
ice. An experienced man 
or woman with facility for cre- 
ating copy on a variety of 
products desired. Splendid 
opportunity in attractive com- 
munity only three hours from 
Chicago. Write fully in first 
letter, giving experience, sal- 
ary, etc. THE L. W. RAMSEY 
COMPANY, Union Bank 
Bidg., Davenport, lowa. 


BBDO Schedules 
Television for 


Three Clients 


New York, Aug. 4.—Experiments 
of Batten, Barton, Durstine & 
Osborn with the commercial possi- 
bilities of television were given 
pronounced emphasis with the an- 
nouncement this week that the 
facilities of WGRB, General Elec- 
tric’s television station at Schenec- 
tady, would be utilized on regular 
schedule for commercial broadcast- 
ing. 

The agency’s television plan will 
go into effect Aug. 6 when a one- 
hour program from 9 to 10 p. m. 
will be divided among three clients, 
B. F. Goodrich Company, Lever 
Brothers and Hamilton Watch Com- 
pany. The tentative schedule of 
broadcasts will be once a month. 

Programs are under the general 
supervision of BBDO’s television 
board, headed by Fred Manchee, 
vice-president, in cooperation with 
the radio copy group of the agency. 

The B. F. Goodrich Company 
program will be a half-hour feature 
devoted to a demonstration of the 
company’s products with a brief 
talk by John L. Collyer, president. 


A RUNNER ONCE COVERED 95 MILES 
A DAY FOR 59 DAYS "— 


Advertising Age, August 9. 1943 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


July 26. Met a copywriter who used to 
work for me, and who has had six different 
jobs since. A lot of the boys and girls who 
write copy and make layouts these days 
seem to be getting into the habits of the 
oldtime itinerant printers and _ barbers. 
They move from agency to agency at the 
clink of a coin, as if there were no such 
thing as building and growing with one 
firm, or loyalty to any vision beyond the 
week’s pay envelope. Such people have a 
congenital employe psychology and, I have 
observed, seldom end up with a proprietary 
interest in anything. 


July 27. Between the Federal Trade 
Commission and the Reader’s Digest I am 
getting a bit confused. I don’t quite know 
where harmless promotional coloration 
ends and misleading advertising begins. I 
note, for instance, that the owners of the 
Digest call themselves The Reader’s Digest 
Association, Inc. Now that certainly sug- 
gests to me a cooperative, non-profit, public 
service body, something like the National 
Geographic Society; but I understand that, 
in fact, it is a closely held family corpora- 
tion, highly profitable to a few individuals. 
Again, because of its name and editorial 
presentation, most people seem to think the 
Digest is a sort of hit parade from all the 
best editorial minds. But I have been told 
that many of the articles it publishes are 
originated by the editors of the Digest, writ- 
ten to their order, and then “planted” in 
other lesser publications in order to main- 
tain the digesting function. From my point 
of view, no less value is delivered to the 
readers by this kind of promotional colora- 
tion, but the FTC doesn’t seem to hold with 
such hokum, so I don’t know. 


July 28. Spent the day in the field with 
a district salesman for a grocery specialty. 
These men, who have taken so many beat- 
ings from hard-boiled buyers, would be 
less than human if they did not enjoy their 
present position as allocators of stocks. But 
some of them are smart enough to foresee 
the day when they will again be suppli- 
cants for orders, and to go on building as 
much customer good will as they possibly 
can. 


July 29. Got into conversation with the 
man across from me in a railway diner, and 
found him to be a retired clothing manu- 
facturer, with a Hebraic name. Finding 
that we had a number of Jewish friends in 
common, it wasn’t long before I began to 
hear of the fears of anti-Semitism which 
beset so many of these people today. Sev- 
eral times I have been approached on the 
subject of using publicity to combat this 
evil, but have never seen a way to make it 
effective. But it would be a good stroke of 
public relations if Jewish leaders could find 
some way to avoid association with other 
sources of irritation, such as labor negotia- 
tions with Gentile manufacturers. 

- 

July 30. For my sins I have had to spend 
a good deal of time on trains again this 
week. Why the railway employes are not 
all quietly going mad is beyond me. The 
ticket sellers, in particular, seem to be 
caught in the intricacies of a procedure 
which is poorly designed to meet the de- 
mands now placed upon it. Surely some 
way could be found to package their prod- 
uct so they could get it off the shelf a lot 
quicker. 


. 

July 31. It is good to go through the 
Middle West at this season of the year and 
see the fruits of the rich earth. In spite 
of the early floods, the fields of shocked 
wheat, the stands of corn, the orchards and 
pastures, all give an effect of peace and 
plenty beyond our deserts in a war-torn 
world. Anybody looking for an America 
worth fighting for can see it here. 

e 

August 1. Drove with my mother out to 
an Ohio farm, to buy some peaches she 
wanted for canning, and found the farmer 
busy running them through his grader. Be- 
ing interested in fruit growing myself, I 
started in to see what I could learn about 
his varieties, cultural methods and such. 
But somewhere in the conversation I men- 
tioned cave storage, and that touched off 
the spring of romance in him. Caves of 
every kind were his secret passion, and 
when he once learned that I had visited 
the great Carlsbad Caverns he stopped the 
grader and wouldn’t let me go until I had 
told him all I could remember of them. A 
starved man in the midst of plenty. 
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Lever Brothers televized portion for | said. 
Vimms will be a 25-minute comedy 


dramatized commercial. 


It is up to the The State-Planters 


“The viewer gets a_ fixed am 
image of the product and the use N es Houck & Co. 


to which it is put. Bank an 
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BUT—no cHicaco oR DETROIT 
RADIO STATION EVER COVERED THE 
GRAND RAPIDS-KALAMAZOO AREA! 


The Kalamazoo-Grand 
Rapids Area is the home of 
1,483,509 better-than-averag: 


consumers who vastly pre 
fer WKZO to any and every 
other radio statn m, either 


“outside” or “inside” the 
Area. Write for “The Tale 
of Three Cities’. 


“cover”! 


Please note that word cover. It 
means a good deal to both you 
and us. It means that the radio 
audience in Western Michigan 
simply doesn’t tune to broadcasts 
that have to come through over 
150 miles of bad “fading” terrain. 
It means that WKZO has the 
Grand Rapids - Kalamazoo area 
“sewed up.” We like that word 


' 


WKZO has no distance or fading 
conditions to combat. We broad- 
cast to this section, from this sec- 
tion. We're heard all the time— 
day and night. Naturally, we're 
the favorite station hereabouts. 


The Grand Rapids - Kalamazoo 
area is a million-plus market .. . 
the second - richest market in 
Michigan. If you want coverage 
here, you want WKZO! 


ibsolutely! If wou want to know his 
same, etc., drop us a line! 


WKZO %.¢ 


covers all Western Michigan, with studios in 


KALAMAZOO and GRAND RAPIDS 


JOHN E. FETZER, President and General Manager 


FREE & PETERS, INC. 


Exclusive National Representatives 


Hamilton Watch Company will take 
over the time break which is pro- 
duced through the use of a slide. 

Arrangements for the televized 
broadcasts were made following the 
first BBDO commercial television 
broadcast for Royal Crown cola on 
July 16. 


TELLS AGENCIES TO 
USE TELEVISION NOW 

New York, Aug. 4.—Now, when 
the television audience is neces- 
sarily limited by wartime restric- 
tions, is the time for advertisers to 
test the medium and “play around” 
with television and experience the 
growing pains of program develop- 
ment—by trial and error—so that 
when television becomes full-blown 
they will be ready for it, was the 
advice of Samuel H. Cuff, program 
director of. Television Station 
W2XWV, owned and operated by 
Allen B. DuMont Laboratories, 
speaking before a meeting of the 
American Television Society. Most 
of the leaders have already recog- 
nized the potentialities of the new 


planning to do so,” he said. 


and advertising agencies in show 
|} business and advertisers will shape 
| the pattern of television,” said Mr. 
| Cuff, adding that “there is only one 
way to understand television, and 
| that is to use it.’ 

The advertisers and agencies are 
the ones who will set the rules for | 
commercial presentation of televi- 
sion after the war, Mr. Cuff told 
his listeners. Pointing out the tre- 
mendous development expected for 
television after the war, Mr. Cuff 
stated DuMont believes that now is 
the time for the advertising indus- 
try to get into the television picture, 
and to this end Station W2XWV 
has offered its facilities to all inter- 


ested agencies for experimentation. | 


| “Gadgets, miniatures and similar 
devices can so build up a setting 
for the client’s product that there 
is created in the viewer’s mind an 
indelible picture of the trade- 
marked merchandise,” Mr. Cuff 


medium and a number are conduct- | 
ing experimental programs or are| 


“Television will put advertisers | 


advertising business to develop this 
use of television, for the advertiser 
will eventually set the pace,” Mr. 
Cuff concluded. 


‘Outdoor Life’ Ups Price 

Outdoor Life, New York, has in- 
creased its newsstand price from 20 
cents to 25 cents, effective with the 
October issue. 


Trust Company, Richmond, Va., has 
appointed Houck & Co., of that city 
and Roanoke, Va., to handle its ad- 
vertising. 


Film Company Moves 


Official Films, Inc., producer of 8 
and 16 mm home movie film, has 
moved to larger space at 625 Madi- 
son Ave., New York 22. 


SOMETHING AWAY is HAPPENING IN DAYTON! 


> OV 


ABC CITY 


| and TRADE AREA 


| 


| DID YOU 
KNOW... 2 
DAYTON IS NOW 
A MARKET OF 
“Wo MILLION 
PEOPLE . 
THE LARGEST BUYING 
POWER IN HISTORY | | 


.WITH 


we DAYTON JOURNAL. HERALD 


DAYTON, OHIO - MORNING - EVENING - SUNDAY” 


36% INCREASE IN DAILY PAID CIRCULATION IN 6 YEARS 
Represented by George A. McDevitt Co. 
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E Presented by the Branham 


James C. Petrillo, president of the 


Advertising Age, August 9, 1943 


POSTWAR SPIN © 


“Fill er up. Bill ! 
Were driving to Brazil /” 
=e 


and youll get the right start 
with PAN-AM Zroven PRODUCTS 


BUY WAR BONDS © 
NOEEO Re vuvery N 
AVE me mosey pew wont 


te eet er ptees ere NS 
A 


Trips to far-away lands in the postwar 

automobiles feature a new campaign 

launched in newspapers by Pan American 

Petroleum Corp., New Orleans.  Fitz- 

gerald Advertising Agency has the 
account. 


WLB Decides to 
Settle Petrillo 
Record Dispute 


Washington, D. C., Aug. 4.—After 
three weeks of deliberation, the 
War Labor Board today unani- 
mously decided to take jurisdiction 
in the longstanding dispute between 


American Federation of Musicians, 
and seven electrical transcription 
companies. 

At the same time, however, the 
board denied a request by the com- 
panies that the musicians’ union be 
ordered to “terminate its strike” 
pending final determination of the 
case. 

The board set up a three-man 


1 ome 


FOR 


"SPOTS 
THAT SELL 


nan 


ie 
Shreveport Times 


Station 


SHREVEPORT, 
LOUISIANA 


b 


1000 WATTS ® NBC 


panel to investigate the dispute, 
which began on July 25, 1942, when 
the music czar told the companies 
that, six days later, the unionists 
would cease making recordings, 
transcriptions or any other kind of 
mechanical reproduction for them. 
The panel, which will soon an- 
nounce its first public hearing in 
the case, is made up of Arthur 
Meyer, chairman of the New York 
State Mediation Board and vice- 
chairman of the regional war labor 
board in New York, who will serve 
as chairman and public member; 
Henry S. Woodbridge, assistant to 
the president of the American Opti- 
cal Company, who was named as 
industry representative; and Max 
Zaritsky, president of the United 
Hatter, Cap and Millinery Workers, 
American Federation of Labor affil- 
iate. (Mr. Petrillo’s union is also 


affiliated with the AFL) who will 
|represent labor on the panel. 

The seven companies had urged 
the board to order the union to 
“terminate its strike and to declare 
that its members are free to accept 
employment in the _ transcription 
field pending the disposition on the 
jmerits of this dispute.” 


WLB Refuses Appeal 


This WLB refused to do. Had the 
board so moved it would have by 
inference declared that a strike ex- 
isted. Thus, it has failed to heed 
the companies’ appeal to call the 
dispute a strike. This. dispute, 
argued the companies’ attorney at 
the WLB public hearing in July, “is 
a garden variety strike, pure and 
simple.” The union, through its 
| persuasive attorney, Joseph Padway, 
j}held that there was no strike at all; 


“we have just decided not to work 
for these men, that’s all,” said Mr. 
Padway. 

The dispute presents 
{problem of compliance 
| board, which it will apparently 
tackle after the new  tri-partite 
panel reports back its findings. 

The transcription companies in- 
volved in the dispute are Associated 
Music Publishers, Empire Broad- 
casting Corporation, Lang-Worth 
|Feature Programs, Inc., Radio Re- 
jcording Division, NBC, World 
Broadcasting System, Standard 
Radio, and C. P. MacGregor. 


a knotty 
for the 


Names Representative 


The Nassau Review-Star, Hemp- 
stead Town, L. I., has appointed 
Bogner & Martin as national adver- 
tising representative. 
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‘Bank of America 
Launches Bond Drive 


Bank of America, San Francisco, 
has launched a state-wide campaign 
among its employes to sell individ- 
|ual purchasers an additional total of 
$300,000,000 in war bonds by the 
end of January, 1944. 
| The drive is being supported by 
|a campaign using newspapers, out- 
door advertising and displays, with 
| the possible addition of a radio pro- 
gram. 


Heads General Anilin ine 


George W. Burpee, formerly ex- 
ecutive vice-president of American 
Export Airlines, has been elected 
president of General Aniline & Film 
Corporation, New York, succeeding 
Robert E. McConnell, resigned. 


al 
, | 
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the candidate for the Co 
an ambulance, jeep, or 
the going is tough? 

She must be earnest, 


and of giving them. Be 


master basic infantry dri 
taste. 


PAPER C 


PAPERS FOR 
CONV 


WAC 


“have taken off Sith: 
...put on KHAKI” 


But willingness to rough it and the quality 
of courage are not all that’s needed. How does 


rps shape up for cleri- 


cal work, mess work, mechanics? Can she drive 


1%-ton truck where 


military, immune to 


“group giggling’’. . . capable of taking orders 


able to make a “taut” 


army bed, clean barracks and police them, 


ll—all to the captain's 


International Mimeo Script and Duplicator 
are also “picked for the job” because they both 
give maximum-speed production for duplicating 
work. International Duplicator is ideal for gela- 
tine and spirit processes. They, too, can “take it”. 


INTERNATIONAL 


OMPANY 


220 East 42nd Street, New York, N. Y. 


PRINTING AND 
ERTING 


Do your job. too. Guy More War Gouds 
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WOOD PRODUCTS 
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Ga) member cw 
ye in the Field 


e 
INVESTIGATE 
Wooo ProoucrT 


431 S. Dearborn St., Chicago, Il. 


: |we knew nothing before, we are 
Furniture Makers learning many things that we didn’t 
s | know and which we can adapt to 
to Use Production |our own business after the war,” he 
jn said. “We are equipping ourselves 
Lines After War with new machinery for woodwork, 
f and we are setting up new produc- 
Grand Rapids, Mich., Aug. 4.— | tion lines. We are finding new meth- 
Production-line methods learned in | ods, and gearing our plants for such 
making war products will be ap-|efficiency as we have never known 
plied to speed up the manufacture before. Our war work has been a 
of furniture in the postwar years,| boon, probably the greatest that has 
according to Stuart Foote, president! befallen us in decades.” 
of the Grand Rapids Furniture As- | ‘nceeinigeaipeulia 
sociation. . . 
Though furniture manufacture is American Steel & Wire 
traditionally a handicraft process, Forms New Division 
requiring many tedious hand opera- ; ; 
tions, Mr. Foote indicated that more|__4™erican Steel & Wire Company, 
modern methods and new machin-|Cleveland, subsidiary of United 
ery can be applied to turning out States Steel Corporation, has created 
wood pieces without  sacrificing|#, Sales research and development 
quality. division to study postwar markets 
At a meeting of directors of the |f0r existing products and investi- 
association, Mr. Foote said the in-|8@te the use of substitute materials, 
dustry is already busy with postwar ideas for new products and possible 
planning, though many furniture |"¢W uses for normal products. 
craftsmen are engaged solely in war|., The new division is headed by 
work. W. H. Cordes, who has been with 
“While we are building war plans |the company for the past 30 years 
and concentrating on tasks of which |2"4 since 1935 has been manager of 
sales promotion and advertising. 
BIG NEWS! Joins Quaker Oats 
” Billy R. Prag has joined the staff 
a. of the advertising and marketing 
research division of Quaker Oats 
Company, Chicago. He was for- 
merly in the research department 
of Blackett-Sample-Hummert, Chi- 
cago. 


July Issues of 
Business Papers 


Score 31% Gain 


Chicago, Aug. 4. — With trade 
papers surpassing industrial pub- 
lications, percentagewise, for the 
| first time in many years, business 
papers during July chalked up a 
31.15% gain in advertising linage 
over the same issues of 1942. 

The reports of 147 publications 
to Industrial Marketing brought the 
gain for the year to date to 21.37%. 
Thirty publications in the trade or 
dealer group carried 33.53% more 
| advertising in July issues, with the 
gain in this group for the first 
seven months at 13.09%. 

In the industrial classification, 
103 papers were 31.32% ahead of 
July, 1942, issues and 23.37% ahead 
of the seven-month period of last 
year. Class publications were up 
23.42% for July issues, with the 
gain for the year to date at 14.89%. 


Seaforth in Canada 

Seaforth toiletries for men, prod- 
uct of Alfred D. McKelvey Com- 
pany, New York, will receive wide 
promotion in a campaign soon to be 
launched in an extensive list of 
English and French magazines in 
Canada. Lyman Agencies, Montreal, 
is the Canadian distributor, and 
J. J. Gibbons, Montreal, handles the 
advertising. 


It Takes Three To Do It! 


Back in the early 1900s it took all of them— 
Tinker, Evers, Chance—to show what a com- 
bination of the “Top Three” could do. Today, 
in Ohio, it takes Youngstown, together with 
Cleveland and Cincinnati, to give radio time- 
buyers the state’s “Top Three” Market Areas. 
For, today, Youngstown is Ohio’s Third Market.* 


WKBN is the only Youngstown station that 
completely covers this important Steel Market! 


Columbia’s powerful 5000 watt outlet in Youngs- 
town is the favorite station to 491,974 people in 
the Metropolitan Area. It commands a wide listen- 
ing audience . . . a powerful influence-power . . . 
among 1,599,819 people in Northeastern Ohio and 


Northwestern Pennsylvania. 
*U. S. Dept. of Commerce 


For sales and influence now . . . and in important 
post-war years . . . when you buy Ohio’s Third 
Market . . . buy WKBN. 


Represented by: PAUL H. RAYMER COMPANY 


ADVERTISING VOLUME FOR JULY ISSUES OF 
BUSINESS PAPERS 


Unless otherwise noted, all publications | 


: Pages 
are monthlies and have standard %7x10-inch | 194 , 
type page. The figures must not be quoted | Paper Trade Journal (w)... \*tios 1943 
or reproduced without permission. | Petroleum Engineer ......... §20° ae 
Pages Petroleum Refiner ........... 165 "I ’ 
1943 1942] Pit & Quarry .............. *102 ls 
Industrial Group {Ee >) ORE eee 237 onl 
- SR *382 *240| Power Plant Engineering.... 106 . 
Air conditioning & Refrigera- Practical Builder (10%x15).. 12 "i 
tion News (w) (11%x16)... 25 1). Parra aoe 37 uy 
American Aviation  (bi-w) Product Engineering ........ 265 13: 
CRMUED 5 S806 6 4e 0 60 00%06% 8 54| Products Finishing (4%4x6%) 43 on 
Amerenn Builder & Building Ser ere rrereet 198 a 
SDS Ee ete 57 7| Railway Age (w) ........... \t227 re 
The American .”) MEE 57 42 | Railway Purchases & Stores. . 96 183 
American Machinist (bi-w).. *|534 *415 | Remade & Streets ......ccecees 58 
Architectural Forum ........ 70 ak Bi ee eee 52 . 
Architectural Record ....... 73 47 | Southern Power & Industry. . 93 ou 
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Welp Joins War Council 


George Welp, advertising man- 
ager, Interchemical 


Mr. Welp will represent the Graphic 
Arts Victory Committee, which is 
affiliated with the Council. 


Names Abbott Kimball 


Corporation, | Chicago, has 
division of General Printing Inks,| Kimball Company, New York, to 
New York, has been elected a mem-| handle its advertising. 
ber of the War Advertising Council.| sertions will 
issues of national magazines, the 
first time the company has used this 
medium. 


Utah Radio Products Company, 
appointed Abbott 


Initial in- 


appear in October 


ever! 


THOMAS PUBLISHING COMPANY e@ 461 EIGHTH AVE., NEW YORK 1, NEW YORK 


PLANT OPERATING MEN 
KNOW THE DIFFERENCE 


Last year over 1400 bonafide new product de 
scriptions appeared FIRST in IEN. 


Advertisers in Industrial Equipment News be™ 
efit by ITEN’s faster, more dependable editin¢- 


Product information is more VITAL now (12 


% : 
Lidustrial 
Eguipment 


News 
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McGraw-Hill 
Urges Advertising 


in Newspapers 


‘Seed Money’ Copy 
Offered for Local 
Sponsorship 


New York, Aug. 4.—Maybe it has 

happened before, but advertising 
bservers hereabouts believe that 
the current “Seed Money” series of 
the McGraw-Hill Publishing Com- 
pan} is unique in that its immedi- 
tte objective is the creation of ad- 
vertising for other media, specific- 
ally newspapers. The campaign has 
already been successful in obtain- 
ing local sponsorship of advertise- 
ments in the campaign McGraw- 
Hill is publishing in the dailies over 
ts own signature. 

The purpose of the campaign is 
to build a prosperous postwar fu- 
ture for the nation by assuring | 
favorable conditions for industry. | 
Aggressive support of a tax policy 
which will permit the accumulation | 
f reserves to be used in modern- 
zing industry and preparing for 
peak production and employment 
after the war is provided in the}! 

eries, Whose theme is, “Industrial | 
progress is the source of all good | 

iving.” 

Over and over again the point is | 
made that creation of more wealth | 
through low cost production is the 
secret of national prosperity and a| 

gh standard of living. No nation, | 

the publishing company says, can 
have more than it produces, and 
modern machine efficiency is the 
key to maximum production and | 
employment. Thus industry must | 
hot be hampered by taxation poli-| 
cies which make it impossible to 
accumulate the “seed money”| 
needed for plant improvement in| 
the postwar era. 


Offers in Mat Form 


The advertisements, which ap-| 
pear in all McGraw-Hill publica- 
tions, in metropolitan newspapers | 
and in the advertising press, have 
een offered in mat form to manu- 
turers and to newspapers in- 
erested in obtaining local sponsor- 


ship. 
Many of the leading manufactur- 
s of the country have asked for 
mats for use in reprinting the ads, | 
ver their own names, in their local 
newspapers. In addition a number 
{ companies have used copy of a 
milar character, inspired by the 
ppearance of the “Seed Money” 
res. A recent list prepared by 
rE Carson, manager of promotion 
McGraw-Hill, shows 40 com-| 
panies which have obtained mats | 
the ads for local publication, 
hile 20 newspapers have re-| 
quested them for presentation to | 
al sponsors. 
While this seems like a je cam- 


expansion of the basic cam- 
Palgn run by McGraw-Hill, com- 
pany spokesmen indicated their be- | 
lef that to do the job properly, and | 
‘0 obtain general public recognition | 
the basic requirements for na- | 
mal progress after the war, the) 
Py should be used on a much) 
der scale. Their idea is that | 


circulation analysis that shows how 

The TOOL & DIE JOURNAL covers the 
ycle of Buying Influence in 13,000 in- 
strial plants. Address: 2462 Fair- 
>unt Bivd., Cleveland, Ohio. 


THE MAGAZINE 
THAT GETS RESULTS 


| neighbors — understand 


every manufacturer 
in the “Seed Money” 


who believes! preciate business, the 


attitude of 


philosophy | government will automatically be) 


should be interested in publishing | corrected. 
these advertisements, or something | 
similar prepared by his own adver-| conscious of the fact that they are 


tising department or agency, 
local newspapers. 
effect of such 


The cumulative 


repetition of the} 


“This means that people must be 


in his!| directly affected by your success 
or failure. 
“The simple, direct solution to 


fundamental ideas would represent) the public relations problems of in- 


a powerful national campaign, they | dustry is for each company to use| 
the newspapers of the city in which | 
its plant is located, to create a bet-| 


point out. 
Use Direct Mail 


Manufacturers 
publishers have 


and newspaper 
been reached 


'through direct mail promotion of 


the series, as well as through copy 
accompanying the reproduction of 
the newspaper ads in advertising 
publications such as ADVERTISING 
AcE. It is also planned to enlist 
the cooperation of local chambers 
of commerce in bringing the avail- 
ability of the series to the attention 
of their members for local spon- 
sorship and publication. 

In a message signed by James H. 
McGraw Jr., president of the Mc- 
Graw - Hill Publishing Company, 
the appeal for action is presented 
as follows: 

“Every business 
neighbors. 

“Business men deplore the atti- 
tude of government toward busi- 
ness. 


needs friendly 


“Correcting any government atti- | Faribault, 
with the home| pany, 


tude must start 
folks. 
“If the home folks — your 


and ap- 


| 


own! Pumps, Inc., 


ter understanding of the life of that 
community. . . 

“Through these Seed Money ad- 
vertisements, we are explaining the 
advantages of the profit-motive to 
every American. This is 
done in newspapers in Washington, 
New York and Chicago and in our 
own 22 publications. 

“But all of the people in every 
manufacturing center in the United 
States should be getting these or 
comparable messages.” 
arranged for of the 
Seed Money 
Worcester Pressed Steel Company, 
Worcester, Mass.; Arlington Mills, 
Boston; Black & Decker Mfg. Com- 
pany, Towson, Md.; Foxboro Com- 
pany, Foxboro, Mass.; Frick Com- 
pany, Waynesboro, Pa.; Henry Weis 
Mfg. Company, Elkhart, Ind.; Nut- | 
ting Truck & Caster Company, 
Minn.; Koehring Com- 
Milwaukee: Pioneer Rubber 
Willard, O.; Economy 
Hamilton, O.; Uni- 
versal Concrete Pipe Company, Co- 


republication 
series thus 


| Company, 


being | 


far are| 


pany, 
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lumbus, O.; Electro- -Alloys Com- | Camco Acquires 
Elyria, O., and Severance | 
| Tool Company, Saginaw, Mich. G & N Mig. Company 
The campaign is under the direc-| The Cleveland Automatic Ma- 


tion of James O. Peck, director of 
research of the McGraw-Hill Pub- 
lishing Company. 
New 
places the advertisements. 


& Ross, 


Fawcett Makes New G 
Personnel Changes 

Pauline Reaves, for the past nine |Camco’s main office. 
| years with Crowell-Collier Publish- 
ing Company, New York, 
appointed editor 
sions, published by Macfadden Pub- 
lications, New York. Will Lieberson 
has been named editor-in-chief 


chine Company has acquired the 
G & N Mfg. Company, also of Cleve- 
land, with its line of high-pressure, 
hydraulic die-casting machines. 
Miller Brainard, Camco director, has 
been elected president of the new 
& N Mfg. Company division, 
whose manufacturing and _sé sales 
headquarters will be located at 


Fuller & Smith 
York, prepares and 


George A. Collier, director of 
sales of Cleveland Automatic Ma- 
chine, is general sales manager of 
the combined divisions, and Ward 
Martin, founder and former presi- 
of |dent of G & N, is sales manager of 


has been 


of True Confes- 


‘the Fawcett comic group of eight | the new division. 
|monthly comic magazines. 


The 
new 


cett 


Launches Mobilgas Drive 
White-Star-Ohio division of So- | 
cony-Vacuum Oil Company has re- | 
|leased a newspaper campaign using 
1,200-line copy in key cities of Mich- 
igan and Ohio. The Detroit office of | 
Compton Advertising is in charge. 


company 
book department under the) 
| supervision of Theresa C. Brakeley, 
Typical manufacturers who have | who will be in charge of book con- 
| densations and reprints of all Faw- | 
magazines. 
served as book editor of The Women | 
for three years, 
was with the G. Lynn Sumner Ad- 
vertising Agency as a copywriter. 


has inaugurated a 


Miss_ Brakeley 


and prior to that | 


“Like an ad on WFDF Flint Michigan— 
she gets results from the right appeal 
and the right coverage.” 


Why | Like 
to Write tor 


Mr. Bromfield’s fiction has been appearing exclu- 
sively in Cosmopolitan since 1928. Pulitzer Prize 
Winner and consistent author of Best Sellers, he 


is at home anywhere in the world, but particu- 
arly in Europe and India where he spent con- 
siderable time gathering authentic flavor for his 
THE RAINS CAME. When the 
he left his beautiful home 
at Senlis and returned to his native Ohio where 
he operates a huge farm and takes a keen interest 
Louis Bromfield is a born 
story teller who reflects his world background in 


famous novel, 
Nazis over-ran France, 


in politics. Above all, 


fine fiction, 


Black-out in Gretley 


by Bi B. Priestley 


Mrs. Parkington 


by Louis Bromfield 


I Saw the Fall of the Philippines 
by Col. Carlos P. 


The Story of Dr. Wassell 
by James Hilton 


Guadalcanal Diary 


The Ship 


by C. S. Forester 


The Human Comedy 
Romulo 


by H. 


Our Hearts Were Young & Gay 
by Cornelia Otis Skinner and Emily Kimbrough 


dil 


) 


Lous 
Bromiield 


by Richard Tregaskis 


by William Saroyan 


Life in a Putty Knife Factory 
{llen Smith 


Best Selling Books which have recently been introduced in Cosmopolitan 


I have been writing for Cosmopol- 
itan for nearly fifteen years and I 
have never had even the smallest dif- 
ference with any of its editors. They 
never suggested that I should use 
more polite words, or that I should 

retend that a spade was a toy shovel. 

hey never asked me to write as if 
the moon was made of green cheese. 


Most of all, they never attempted 
to dictate what I should write, or 
suggest themes for stories. I have al- 
Ways written as I pleased for Cosmo- 
politan without criticism or Bowd- 
lerizing, and they have printed what 
I wrote and paid me well for it. 
These are points of the utmost im- 
portance to a professional story teller 
—the money quite as much as the 
freedom. 


I have always liked the tradition of 
Cosmopolitan and the quality of its 
standards. It is a magazine designed 
for an intelligent and human public, 
neither the moronic element nor the 
precious, self-conscious reader ~ in 
short, the public which every story 
teller has cherished since the first 
man came home to a cave to tell in 
prodigious grunts and monosyllables 
the story of the mammoth he had just 
killed single-handed. 


Going back through the files of 
the Cosmopolitan, you will find the 
names of nearly all the writers whose 
work has endured or shown signs of 
endurance, and that is proud com- 
pany for a writer to keep. 


Great Writing Makes Great Reading! Louis Bromfield’s unforget- 
table and indomitable “Mrs. Parkington”’ is one of the NINE Nationwide 


ae 
} | OO ee 
a | 
a eo 4f 
M\\S 
Za \\) . 
iE ( 
7 
: Pe 
-_ Es LTS ATO TEE ITE 
SS LN PTE FETS LT TT TS cena 
ae 
~ amt + A 
y & : 4 
a . . 
ee | 2 be 
| ~ 7 r j _ ia 
, Mee. . % | - my “ E 
- »_ ail os 
= ie cole | a ee 
4 . «= a 
? ons | ¥ Mey, 4 as, 
o> j | Lt I 
MN . ~<a ot es ) LU yy aio, 
_* ve , j Mf 
_ P a ee me 
S - f Cy = 
NCE : ~ | a a LS ‘ SS 
we y, “ SL anny 
, <o™ 7 _ ST : 
; . toes y \ a, - 
a Fe ins 3, Ue mm f 
a | => 
dine, Vp 
: [es ‘ . i 
a 2 : | | 
? = . | : | 
2 , ‘ws ee 
a = F_ a 
: F Bm ; % " Pikes ' ; ai + ; ‘s Yawety 2" oa 3 N sth ru un de get > “ei . - ee ie at * 4 = 5 = as yi A 3 3 ie aS anaes ‘ees 


i 


34 


New Axton-Fisher 
Head Promises 
Aggressive Policy 


Louisville, Ky., Aug. 4.—Alluding 
to Fleetwood cigarets as an out- 
standing success as the result of his 
company’s extensive advertising and 
merchandising campaign, Jesse W. 
Tapp, newly-elected president of 
Axton-Fisher Tobacco Company, 
and formerly associate adminis- 
trator of the War Food Administra- 
tion, promised here this week a vig- 
orous and aggressive management, 
and an equally vigorous sales policy. 

There will be no change in the 
personnel of the company which has 
already launched a program to pur- 
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Private Camps 
Enjoy Record 
Breaking Year 


Philadelphia, Aug. 4.—Y oung 
boys and girls who are not oj 
enough to be in the armed forces 
have flooded private summer camps 
establishing a new record for the 
past 12 years, according to a censy. 
reported this week by the educa. 
tional department of N. W. Ayer & 
Son, based on the attendance las 
month and the corresponding fig- 
ures for a year ago. 

The increase for the camps rep. 
resented in this cross section js 
16.7%. Largest similar increases 
were in 1941 and 1937, when the 
increases were 11.9% and 11%, 
Girls’ camps showed a percentage 
gain of 34, against only 10.5 fo, 


|chase allowable allotment of leaf 
\tobacco from the 1943 crop to en- | 
able Axton-Fisher to maintain top 
production, said Mr. Tapp. He suc- 
ceeds C. B. Robbins, resigned. 

Axton-Fisher was founded in 
1899 and achieved a quiet prosper- 
ity with the mentholated cigaret 
“Spud,” as well as a line of other 
tobacco products. In the thirties, the 
company introduced “Twenty 
Grands,” a ten cent cigaret, on the 
crest of a heavy promotion cam- 
paign. Within the last year the com- 
pany launched and promoted an im- 
perial-size popular priced brand, 
Fleetwood. 

J. C. Williams, sales manager and 
director of the company, was re- 
cently elected vice-president. Mr. 
Tapp and Mr. Williams revealed 
that aggressive steps will be taken 
to broaden the increasingly expand- 
ing market for Fleetwood and Spud 
Imperial cigarets, as well as to carry 


Getting Personal 


A group of 200 Champaign County, Ill., farmers and business men 
have signed petitions asking Wheeler McMillen, editor of Farm Jour- 
nal, to run for President on the Republican ticket next year... 

George H. Scragg, adv. dir. of the White Motor Company, has been 
named executive officer of the Civil Air Patrol, Cleveland area. Long 
interested in aviation, he is a member of the Early Birds and Quiet 
Birdmen, and was a World War I pilot and pre-War I barnstormer. 
Mr. Scragg’s present aviation interests include editorship of the 
“Beam,” official publication of the Quiet Birdmen. 

Paul N. Lazarus Jr., ad director for United Artists, has returned to 
his desk in N. Y. after two weeks in Hollywood where he discussed 
advertising and publicity campaigns for forthcoming UA releases. . . 

New York Ad Club members were contestants on a recent Frank 
Crumit-Julia Sanderson quiz show (Tums on CBS). One team in- 
cluded Mary Fur- 
long Moore, pub. 
dir. for S. Duane 
Lyon, Inc., Marion 


WHAT'S THAT AGAIN? | 


The following were _ recently tii ——e B. Allen, likewise | boys. This is accounted for by the 
elected to the board: J. W. Tapp, for Cultivated | fact that many boys’ camps were 
Charles H. Schimpff of San Fran- Mushrooms Ineti- filled to capacity for both years. 


cisco, and James Cavagnaro of New 
York, both executives of the Trans- 
america Corporation. They succeed 
E. D. Axton, W. L. Lyons, and 
Charles L. Dawson, who recently 
resigned. 


Delayed baggage and difficulty ip 
obtaining milk and meat are a few 
troubles that have beset many of 
the camps, but parents have coop- 
erated in helping camp directors 
obtain needed supplies. Numerous 
camps have Victory gardens, and 
all have modified their programs so 
that Red Cross and similar activi- 


tute of America, 
and Katherine 
Klayberger, asst. 
editor of Woman’s 
Home Companion. 
Opposing team 
were John Zellers, 


“ a Browne clie 


a competitogeWaee | vives Toronto Office 


ot AE ae A a 1p ge ties are included in the schedules, 
ver tising” Northern Broadcasting & Pub? ne 7 ac . . 2 About a third of the camps in- 

‘a lishing Ltd. has moved its Toronto . ub, B. &. | creased fees this year over last. | 
ke 3. OU 


ei are 


Alexander of the 


office to 25 King St. West. 


“250 words 


Nope —it’s 


F course, I'm not URGING 
you to go in for all that 
language .. . Say it fast, brother, 
and you'll be right inany medium. 
But if it’s words and more 
words you need to tell your story, 
don’t hesitate to warm up the 
old typewriter and rattle out a 
card for the New York Subways. 
What a job they Il do for you 
the kind of job they did for a 
certain finance company . . . 
Really to tell about their per- 
sonal loan plan, these finance 
people figured they needed 250 
words. Because if people KNEW 


what it was, 
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they'd want it 
their idea was as simple and as 
sound as all that. They put those 
250 words right on an I|1x21- 
inch subway card, 

Pretty daring, perhaps? Not 
a bit of it. They knew that 
many of the medium’s best ad- 
vertisers were using detailed 
copy. And why not? The aver- 
age subway ride is 23% min- 
ules, time enough to read all 


i ls 


the ads, plus those eye-appeal- 
ing editorial cards. 


Next these people devised a 


7 

7 

» 

, 

> 

j 

> 

, 

j 

7 

sure-fire check—they got them- 
selves a special phone number, 
‘ unlisted, and they put that on 
the cards one The results were 
simply overwhelming—they got 
, so many calls they needed a 
' whole suis hhoard for the new 
‘ pumber 

7 

, 

‘ £ 43 w York Subways A 


—_—---soooooowooweweweww~~* 


Subway Card—you must be nuts!’ 


...1t works! 


—=--* 


of copy on a 


been done 


You see, these people weren't 
victims of a delusion that Sub- 
ways are just a “reminder” me- 
dium. They knew Subways could 
sell ideas as well as products 
something doubly important 
these days of publication space 
shortage and “public service” 
advertising. 

All of this, of course, is true 
not only because Subways give 
a long time for the advertising 
message to register. They give 
also: 

Complete family coverage 
nine out of ten New York adults, 
even before gas rationing, rode 
the month; 
monthly circulation 
165,000,000, 


subways in a 


now 


Continuity—the average in- 
dividual takes 26 subway rides a 
month. 


b.6¢ 
per thousand circulation for car 
cards; 


Color at minimum cost 


| .&e per thousand circu- 
lation for station posters. 


Point-of-sale influence 


stores 
are concentrated on subway 
routes. 


So we do whatever job you 


need we Te mind people or we 


give them vour whole story. 


_—~owoooowowowowewweweee 


ad dept. of Wom- 
an’s Home Com- 
panion, and James 
Werblow, v.p. of 
the Polygraphic 
Co. of America. . . 

Pall Mall and 
the Mutual net- 
work played hosts 
at a farewell re- 
ception tendered to 
British comedienne 
Gracie Fields at 
the Waldorf-Astoria Hotel. Attendance included Paul H. Hahn, pres. 
of American Cigarette and Cigar Co., Alan Garratt, the company’s 
ad. mgr., E. J. Brady, A. Butler, Harry Ommerle, J. Bates, A. Y. Flynn, 
C. Ayers, and S. H. Bayles, all of the Ruthrauff & Ryan agency... 

Ted Thackrey, editor and gen’l. mgr. of the New York Post, who 
recently married the paper’s owner and publisher, Mrs. Dorothy 
Backer, at one time was editor-publisher of the Evening Post and 
Mercury, Shanghai, China, and founder of the first Chinese-language 
afternoon paper in China, Ta Mei Wen Pao, of Shanghai... 

Oscar A. Doob, ad director of Loew’s Theaters, New York, has been 
appointed ass’t. national director of the War Finance Committee in 
charge of advertising, aimed at raising $15 billion in the 3rd War Loan 
drive. He makes his headquarters in Washington’s Treasury Dept. 
During his absence Ernest Emerling will head the advertising dept. . . 
R. John Hugh, of the radio production dept. of Kenyon & Eckhardt, 
will be married on Oct. 1 to Kay Todd of the Blue Network staff. . . 

J. Gordon Lloyd, former acct. exec. of WJZ, New York, was com- 
missioned a 2nd lieutenant in the U.S. Army at the graduation exer- 
cises of the Adjutant General’s Officer Candidate School at Ft. Wash- 
ington, Md. . . 

After 17 years in the outdoor advertising dept. of BBDO, New York, 
Dolores Gibbons has retired. But the agency’s personnel roster will 
continue to carry the Gibbons name on its payrell as sister Madeline 
takes over for Dolores. . . 

Joan Lane, recently appointed trade news editor for CBS, has de- 
parted for a two-week vacation somewhere in New Jersey where 
mosquitoes don’t bite. .. Seymour D. Hesse, ad mgr. for Schenley 
Distillers Corp., returns Aug. 10 after a vacation at Schroon Lake, 
New York. And about Aug. 15 asst. ad mgr. K. G. Seidel will also 
return from a vacation spent in traveling through picturesque New 
England country... 

A gold emblem signalizing 20 years of service with the agency was 
presented last week to Mrs. Erma Perham Proetz, executive vice- 
president of Gardner Advertising Co., St. Louis, with H. S. Gardner, 
chrmn. of the board, making the presentation. Mrs. Proetz has been 
a three-time winner of the Harvard advertising award and was listed 
by Fortune among the country’s 14 outstanding business women. She 
is a past pres. of the St. Louis women’s ad club and a director of the 
AFA... 

J. Murray Gibbon, gen. publicity agent for the Canadian Pacific Rail- 
way, is hard at work in Vancouver working up a collection of songs 
to be broadcast this fall by the Canadian Broadcasting Corp. Known 
as the “Songs of Freedom,” they’ll tell of heroes in underground activi- 
ties in occupied countries of Europe. 

Edward A. Davies, WIP vice-pres. and director of sales, has been 
appointed by Gov. Martin of Pennsylvania as Lt. Col. and assistant 
chief of Staff G-2, on the staff of the commanding general of the Penn- 
sylvania State Guard. Lt. Col. Davies, who was wounded twice and 
decorated for bravery in World War I, will continue his duties with 
the station. 

With Elizabeth Paisley, secy. to W. Raymond Fowler, v.p. of Need- 
ham, Louis & Brorby, joining the Women’s Marine reserve corps, she 
becomes the third member of the agency to go with the Marines. 
Lt. Ruth A. Woodward is on active duty at San Diego, Cal., and Corp. 
Al. Brennan has been in the Pacific area for the past year. 

L. Wayne Arny, vice-pres. of the James G. Lamb agency, Phila- 
delphia, has been elected president of “Quaker City Farmers,” an 
organization of 150 business men who have formed a co-op farmers’ 
association on Philadelphia’s Main Line. . . 

With the fish story season at hand, it’s reported that Joe Godfrey Jr. 
of the Chicago office of Collier’s caught 21 muskies and 22 small mouth 
black bass in four days up at Sioux Lookout, Ont. Other admen who 
vouch for the story, basing their faith on their own accomplishments 
at the same place, are Hays Macfarland, who caught 7 muskies and 
100 bass: Robert Walker of FC&B, 7 muskies, 75 bass and two trout; 
Claud Wampler, Carrier Corp. prexy, 6 muskies and 70 bass; Les Drew 
of Kirkgasser-Drew, 20 muskies, 12 bass. . . 


On a recent fishing trip to Canada, Tim Elliott of Camp- 
bell-Ewald hooked a fish and got so excited he lost his 


rod, reel and tackle. The picture shows him explaining 

the size of the fish to two doubters, Earl Butcher, left, 

manager of the New York office of Progressive Farmer, 

and Hi Cambern of Capper Publications. Also on the 

fishing trip were Ed Wilson of McCann-Erickson, Ted 

Lord of Farm Journal, and Ed Wright of Better Homes 
and Gardens. 
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1S THERE A 


vOUR PLANT? 


ONT laugh. A com- 
D pany we know pays 
its employees 25c¢ a day to 
take a shower in the most 
elaborate industrial shower 
room you ever saw. This 
is typical of the intense 
financial interest manage- 
the health 


and safety of its workers. 


ment has in 
Have you thought of the 
applications for your prod- 
uct in this important new 
field? Literally hundreds 
of items are required to 
protect the welfare of the 
men and women on the 
Let 
tell you more about thir 


new field — 


production lines. us 
and how it 
offers an opportunity to- 


day and in the future. 


OCCUPATIONAL 
HAZARDS 


The Only Magazine in 

_ Industrial Welfare 
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TO SAVE AMERICAN LIVES 
Sie 


One of a series of advertisements spon- 
sored by the Akron Merchants’ Associa- 
tion is this fats salvage copy, which takes 
a different slant by pointing out the 
life-saving uses to which glycerine is put, 
rather than emphasizing its use for pro- 
duction of bullets and explosives. Jessop 
Advertising Co., Akron, prepared the 
copy. 


Hope Is Revived 
for OWI Domestic 
Field Offices 


Washington, D. C., Aug. 5.—First 
definite reaction to the closing of 
OWI Domestic Branch field offices 
was noted at OPA when regional 
information directors met last week 
to discuss progress of OPA’s 
“pledge” campaign. Regional of- 
ficers complained of the necessity 
of sending local OPA information 
efforts to Washington for approval 
or to the 12 new regional station 
relations offices of the Radio Bureau 
for clearance. 

Representing the largest of all 
government field forces, the OPA 
people demanded the right to pre- 
pare and place their own copy. It 
s reported that OWI will make an 
early effort to reestablish field of- 
to fices with Congressional approval. 
Hope apparently has been revived 
by favorable Capitol Hill reaction 


om to the plans of Publisher Palmer 

yer Hoyt, new domestic director. 

hi Argosy’ in New Format 

nse Popular Publications, New York, 
publisher of Argosy, has announced 

ge- that the pulp magazine will have a 
new format effective with the Sep- 

Ith tember issue, at which time the 
price will be increased from 15 

ers. ents to 25 cents per copy. Radical 
‘hanges will include larger over-all 

the dimensions, smooth stock and full 

; color illustrations. 
oa- 


PRINTING 


AITHORN service is 
“J complete — Ad-Setting, 


Engraving and Printing. You 
cam use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
‘age in having your typography 
done where you can get engrav- 
ings and press proofs in any 
yuantity. Phone Wabash 7820. 


* 


Faithorn Corporation 
504 Sherman Street, Chicage, lilinois 


A Complete Day and.Night Service for 
Advertisers and Advertising Agencies 


Two Appoint Kupsick 


Metro Mfg. Company, New York, 
manufacturer of Bookgames, has 
appointed J. R. Kupsick Advertising 
Agency, New York, to handle its 
advertising. General magazines, 
business papers, direct mail and 
display material will be used. Blake 
Groves, Eau Gallie, Fla., growers 
of Indian River oranges and grape- 
fruits, has also appointed the 
agency to direct its advertising. 
Magazines on the schedule include 
Esquire, Fortune and The New 
Yorker, supported by insertions in 
the New York Times magazine sec- 
tion and the Herald Tribune. 


Hubbell Joins Ayer 


Richard Hubbell, formerly tele- 
vision consultant of Fortune, has 


joined the radio department of 
N. W. Ayer & Son, Philadelphia. He 


is the author of “4000 Years of Tel- 
evision,” published by G. P. Putnam 
& Sons. 


WPB Releases 
Reconditioner | 


for Anti-Freeze 


Wilmington, Del., Aug. 3.—A new 
chemical inhibitor for recondition- 
ing last winter’s anti-freeze solution 
is now available to automobile 
owners, G. W. Sherin, director of 
the chemical specialties division of 
E. I. du Pont de Nemours Company, 
announced yesterday. 

The new compound, developed 
last year for the U. S. Army, is 
being released for civilian use fol- 
lowing a request from the War 
Production Board that motorists 
conserve their old anti-freeze solu- 
tions. The new du Pont product 
neutralizes any acid formation and 
restores the lost rust inhibitor. 

Mr. Sherin pointed out that 
“many car owners removed their 
last winter’s anti-freeze and stored 


|of motorists’ needs, although cer- 


|it for re-use in anticipation of the! 101 
| anti-freeze shortage expected i, | Rejoins Coast Agency 


winter.” Adequate supplies of ethyl | yy 


alcohol are expected to take care 


years ago, has 


tain types of anti-freeze products 
are available under WPB Limita- 
tion Order L-51 
Mr. Sherin warned that anti-freeze | 98ency- 


35 


| Isabel Moses, who left Dan B. 
iner Company, Los Angeles, two 
returned to the 
agency as vice-president and ac- 
count executive. Fridolf Johnson has 
(AA, July 26) |been appointed art director of the 


should not be used a second season | 
unless it is reconditioned. 

Batten, Barton, Durstine & Os-| 
born handles the advertising. 


NROG Promotes Garbers 


Harold W. Garbers has been ap- | 
pointed assistant to the president of | 
National 


Retailer-Owned Grocers, | . 
Inc., Chicago. He has been with | any 2 other business magazines 


NROG for the past eight years. 


Goodyear Names Bruno Choose the 


Goodyear Tire & Rubber Com-| 
pany, Akron, O., has appointed H. A. 
Bruno & Associates, New York, as) 
public relations counsel. 


Leader... 
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A Look at Low-Cost 
Postwar Housing 


The manufacturer of building 
materials looking toward the post- 
war market should woo the pre- 
fabricator, by all means, is the ad- 
vice of Practical Builder and Build- 
ing Supply News in a study of “The 
Postwar Low Price House,” just re- 
leased, “but if you need mass dis- 
tribution, don’t gamble on the revo- 
lution; you will have to wait too 
long a time for profits.” 

The publications see no revolution 
in sight for housing costing from 
$3,000 to $7,000. The chief reason 
for this is that buyers of houses in 
this price bracket have as a matter 
of prime consideration the factor of 
space. The smaller the amount of 
money there is to spend for a home, 
the larger proportion of that money 
must go into plain space. There- 
fore, any new things that add sub- 
stantially to the cost of a house 
must seek their market in the upper 
price brackets. Thus the new things 
which cost more than the traditional 
type of equipment or construction 
is out for the low cost house. 

The best hope for cutting costs, 
the report says, lies in some of the 
new structural materials recently 
developed, such as the new boards 
which make unnecessary the pres- 
ent system of assembling small 


No tricks, 
premiums 
... all “cash-readers” 


Choose the 


Leader... 
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Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. 


| 


| pieces to make a wall. 


| permanent 


McGRAW 


Improved 


|methods of dry wall construction 


will give plaster a battle. It is 
likely, also, that the four-inch non- 
bearing stud partition will give way 
to solid, wall board types. Greater 
window areas are a sure bet as well 
as kitchens of greater efficiency, but 
the streamlined beauties with built- 
in utilities will have to wait until 
some manufacturer produces the 
entire kitchen. 

Because of its economy, the base- 
ment will be kept; it is cheaper than 
space above ground. It helps to 
keep the house cooler in summer 
and warmer in winter, and in small 
city lots the basement is particu- 
larly valuable because there ex- 
pansion is possible only in the ver- 
ticle dimension. The trend for ex- 
teriors will be toward the California 
and Florida moderns. 

There will be some prefabrica- 
tion, but the great bulk of building 
materials will still be sold through 
building material dealers and the 
vast majority of houses will still be 
built by builders on the site, the 
report declares. 
to a huge prefabrication industry is 
the building cycle which extends 18 
years from peak to peak and the 
buying public will not pay for idle 
overhead during any part of the 
cycle. Under the present system, 
no expenses necessarily charged to 
investments such as 
large factories, promotion or bond 
issues are added to the cost of 
building a house, the report points 


out. 
te 


A nationwide survey of current 
conditions in the graphic arts field, 
including trade composition and ad- 
vertising typography, has 
undertaken by Mergenthaler Lino- 
type Company in the formation of 
postwar plans. The company has 


The chief obstacle 


been) 


retained Dun and Bradstreet as re-| 


search agency to hold personal in- 
terviews with several thousand pub- 
lishing, printing and kindred organ- 
izations throughout 
States. 


the United) war will have nice, spick-and-span, 


No mail questionnaires will be| 
used, but the interviewers will fol-| 
low carefully prepared questions oat 
that the results may be fully tabu-| 
lated and compared. A completely 
confidential status is to be main- 
tained and no identities are to be} 
revealed. 

Several hundred trade sidiieeasa! 
tion and advertising typography 
establishments will be covered by | 
these studies. The active business | 
executive in each will be consulted | 
for his views on current operating | 
conditions and postwar trends. The 
factors affecting advertising, the | 
growth of commercial printing, | 
competing advertising media, pop- | 
ular opinion toward advertising—_| 
all such influences on the welfare | 
of these industries are to be con- 
sidered. 

In announcing this undertaking, | 
Joseph T. Mackey, Mergenthaler | 
president, says, “The proprietors of | 
these plans will be asked for their | 
judgment on general business con- 
ditions, their estimate of postwar 
possibilities, and particularly for 
their appraisal of the needs and 
problems of their own industry.” 

Other graphic arts activities to be 
included in this survey are every 
daily newspaper in the U.S. A., and 
selected weekly newspapers and 
commercial printers totaling a broad 
cross section of the country. 

f tk 1% 

In these days when taxes absorb 
so much of current earnings, the 
best postwar investment is a well 
paid, loyal, competent employe, says 
Oswald F. Schuette, Washington 
public relations consultant. 

% ae co 

In expectation of postwar sales, | 
Harry W. Alexander, New York in- 
dustrial consultant, suggests that 
consideration should be given to the 
fact that for the first time in his- 
tory of the vast populations coming 
into existence, a majority are ma- 
ture and aged. In the United States 
of 1850 only 2.6% of the population 
was 65 or over. In 1900 the propor- 
tion was 4.1%. In 1940 it was 6.8%, 
and the ratio for 1980 is predicted 
as approaching 15%. This is a fac- 
tor, he points out, that will have to 
be considered in research, for wants 
of older people will be different. 

ok ue % 
Retail 


establishments after the 


sparkling faces, according to a sur- 


You can hustle, as many a manufacturer 
is doing, to secure radio coverage in big- 
wage, war-working Central New England. But 
if you attempt it from outside of Worcester, 
you try in vain. Coverage is missing until you 
are on the inside and have harnessed the 
“selling volts” of WTAG, Worcester. 


When You Buy Time— 
Buy An Audience 
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FROM WITHIN — 


malo be inside “= 


much better 7m 
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TOOL MAKERS LOOK FOR NEW WORK _ 
WARNER & SWASEY 


wanis to talk to men or companies 
with products or problems 
—present or postwar 


IXTY-THREE years of leader- 

ship in the production of preci- 
sion tools have given Warner & 
Swasey experience, skills and equip- 
ment which may be valuable to you. 
Of course we will continue to manu- 
facture turret lathes but our plant 
capacity has been expanded for war, 
and the critical period in machine 
tools has been successfully passed. 
These expanded facilities, occa- 
sioned by the war, will continue to 
be used for war and become part of 
our contribution to solving your 
postwar problem. 


If you have a new product or one 
partly developed, we'd like to hear 
about it. Or perhaps we could make 
your present or postwar product for 
you—possibly at a lower cost, to 
enable you to broaden your markets. 
Or we might do the engineering 
that you'll need done to convert to 
peace someday. 


We are NOT talking machine tools only 
We are interested in talking to you 
about designing, engineering, man- 


ufacturing, selling, financing or 
managing any sound product to 
which we could make a worth-while 
contribution. We have these advan- 
tages which you can use side by side 
with our own turret lathe production: 


Successful management, recognized 
design and engineering skill, financial 
standing, skilled workmen, a wide range 
of modern producti quip t, «@ 
technically trained field organization, a 
modern foundry and pattern shop, a 
fine machine shop and tool room, op- 
tical equip t and training. 
repeat— good men. 


ond—we 


If you could use any of these skills 
or facilities, we want to hear from 
you. We know any arrangement 
must be every bit as much to your 
advantage as to ours, and we will 
approach negotiations on that basis. 


Write us as fully as possible. You 
will receive a prompt and equally 
frank reply. Address The Postwar 
Planning Committee of 


THE WARNER & SWASEY CoO. 


Cleveland, Ohio 


Warner & Swasey Co., Cleveland, ran this unusual copy in the Wall Street Journal 

and Time and will repeat it in the Aug. 28 Saturday Evening Post, in its efforts 

to line up new products which can be turned out now and in the postwar years 
with its expanded manufacturing facilities. 


vey by Pittsburgh Plate Glass Com- 
pany which found that from one to 
three hundred million dollars will 
be spent in modernizing store fronts 
in the first postwar year. It was 
learned that about 30% of the 
money invested in modern store 
fronts is paid to local workmen, 
carpenters, glaziers, and other me- 
chanics. 
* % co 

Seeking a typist through the help 
wanted columns of a metropolitan 
newspaper, a manufacturer of elec- 
trical equipment says: “This war 
will be over this year, but this job 
will be permanent after the war.” 


Winchell on Top in 


Latest Hooper Report 


The July 30 Hooper National Pro- 
gram Ratings report shows Walter 
Winchell in first place among the 
list of the “First 15.” “Take It Or 
Leave It” has moved into second 
place and “Mr. District Attorney” 
and “Kay Kyser’ are third and 
fourth respectively. 

The remainder of the list of the 
“First 15” in the following order 


m1 mt Ul i thy 


The hand that turns the dial to WTAG — 
580 — repeats a long standing Central New 
England habit. Today that habit is practised by 
an audience with a half billion dollar effec- 
tive buying income. No wonder Worcester is 
a MUST market in Massachusetts. 


Basic 


Columbia 


PAUL H. RAYMER CO. 


National Sales Representatives 


Associated with the 
Worcester Telegram-Gazette 


are: “Your Hit Parade”; “Screen 
|Guild Players”; ‘Durante-Moore- 
|Cugat”; “Joan Davis-Jack Haley” 
“Can You Top. This?”; 
| Crosby”; “Ginny Simms Show”; 
i‘*Blondie’ “Jimmie Fidler’; 

“Tommy Riggs and Betty Lou”; and 
“Ellery Queen.” The first half ‘hour 
of the Kay Kyser program, which 
| was measured in 32 Hooper check- 
ing cities, appears in the “First 15” 
| while the second half hour of the 
‘broadcast leads the after 10:30 p. m., 

EWT programs which are not mea- 
| sured in the eastern time zone. 


McDonald Joins CBS 


| Neil McDonald has resigned as 
|}head of the Hollywood office of Tom 


’ 


“Bing 


'Fizdale, Inc., to become assistant 
| publicity director of Columbia 
| Broadcasting System’s Hollywood 


headquarters. 


Geddes Appoints 
Three Partners 
in Expansion Move 


New York, Aug. 4.—Due to ex- 
panded activities for the United 
States Army and Navy, as well as 
in the field of postwar product de- 
sign, Norman Bel Geddes has ap- 
pointed three key employes of his 
company, Katherine B. Gray, Roger 
L. Nowland and Peter Schlader- 
mundt, partners of the firm, which 
will continue under the name of 
Norman Bel Geddes & Co. 

Mr. Nowland, technical director, 
and Mr. Schladermundt, design di- 
rector, have been with Mr. Geddes 
for the past ten years. Miss Gray, 
formerly office manager and direc- 
tor of information at the New York 
World’s Fair, will be comptroller 
For many months the company has 
been active in engineering and de- 
sign development work for the 
Army and Navy, including the de- 
sign of synthetic training devices. 

Norman Bel Geddes & Co. is 
engaged in widespread postwar de- 
velopment work affecting the rede- 
sign of consumer products. Among 
its clients are: Nash-Kelvinato! 
Corporation, Radio Corporation ol 
America, Shell Oil Company, Star 
Electric Motor Corporation, Globe 
Slicing Machine Company, and the 
Vendo Company. 


Agency Adds Accounts; 
Appoints Copy Chief 

Goldman & Gross, Chicago, !1as 
been appointed to handle the «d- 
vertising of Stein Bros. Mfg. Com- 
pany and Frank Mashek Compeny, 
Chicago, manufacturers of brief 
cases, 

Nancy Shores, formerly program 
director of Station KZRH, Mani!, 
P. L., has been appointed copy ciel 
of the agency. 


Chicago Defender (Chicago) 


Michigan Chronicle (Detroit) 
Louisville Defender (Louisville) 


Los Angeles Sentinel (National) 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO - DETROIT + LOUISVILLE . LOS ANGELES 


Chicago Defender (National Edition) . 


Los Angeles Sentinel (Los Angeles) . 


Total U. S. Negro Population 13 million. Purchasing Power over 2'2 Billion Dollars. 
GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


Paid Circ. Negro Pop. 
53,000 375,000 
76,000 
22,050 193,000 
14,223 65,000 
. pond 100,000 
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Chester LaRoche 
Resigns From 
Young & Rubicam 


(Continued from Page 1) 


qa military tactical error. Through 
the combination of news to report 
the war and advertising to inform 
the public of its part in the war, 
we can reach the eyes and ears and 
heerts of 130 million Americans. 
Through the consistent action of 
war information in mass media we 
can secure a degree of understand- 
ing and fervor that will help us 
more quickly end the waste and 
slaughter of war.” 


Started at Crowell 


A graduate of Yale University, 
where he interrupted his education 
to become a turret gunner in the 
Navy during the last war, Mr. La- 
Roche won recognition as an All- 
American football player. One of 
his early jobs was coaching Yale’s 
freshman football teams. He later 
left to join Crowell-Collier Publish- 
ing Company as a space salesman. 
From there he went to Young & 
Rubicam in a minor capacity and 
helped build an advertising empire. 
An executive of Y & R, he has been 
successively executive vice-presi- 
20 eae and chairman of the 
board. 


Sees Political Dangers 


Simultaneously, Mr. LaRoche ap- 
pealed to business men not to let 
the forthcoming political campaign 
interfere with the continuance of 
their advertising devoted to the 
prosecution of the war. He said he 
hoped that business would not, 


A DIRECT MAIL 
¥ ADVERTISING SERVICE 


John a McElwain & Co. 


Phones Webster 2336-7 


607 S. DEARBORN ST. CHICAGO 


through lack of judgment, withdraw 
support of its war advertising con- 
tributions “because of real or fan- 
cied political attacks.” Should this 
occur, he added, business would be 
the loser because “its problems 
multiply every day the war con- 
tinues.” 


Policy Clearly Defined 


“It is not widely enough known 
that business and government have 
adopted an advertising policy upon 
which they are united,” said Mr. 
LaRoche. “This policy, developed 
by business leaders and accepted by 
government leaders, was set forth 
recently, July 14, by Elmer Davis, 
chief of the Office of War Informa- 
tion. Over a national network—NBC 
138 stations—Mr. Davis said: ‘We 
decided cgainst huge government 
advertising expenditures. We de- 
cided in favor of asking business to 
assume the responsibility of con- 
verting its advertising to wartime 
themes.’ ” 

Continuing, Mr. LaRoche pointed 
out that this policy was clearly 
backed up by Judge Vinson, Judge 
Marvin Jones and Donald Nelson 
who, on the same program, urgently 
asked the help of business on their 
information programs. The policy 
had long since been backed up by 
Secretary Morgenthau, who has 
continuously depended upon busi- 
ness generally and the War Adver- 
tising Council in particular to help 
promote war bond drives, he said. 


Lists Goals Achieved 


Reviewing the results of govern- 
ment and business cooperation, Mr. 
LaRoche pointed out that the 
American people have furnished 57 
million pounds of fats for muni- 
tions; planted 21 million Victory 
gardens; created a huge national 
scrap pile and kept steel furnaces 
going through lean periods; and 
given enormous amounts of their 
blood. Women have left their homes 
by the thousands to help shoulder 
some of the burden of war produc- 
tion and the people oversubscribed, 
by a substantial margin, their part 
of the 2nd War Loan, and 27 million 
of them are buying bonds regularly 
through payroll savings. 

In the months ahead advertising 
will be called upon to render far 
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Large-space advertisements in news- 
papers across Canada announced results 
of a poll by an independent research 
organization in which consumers were 
asked, “If you had a tire permit, what 
tire whould you buy today?" Voting 
gave Goodyear a majority over all other 
makes combined. Copy was placed by 
J. J. Gibbons Ltd., Toronto. 


greater service even than in the 
past, for there will be new cam- 
paigns that can go a long way in 
shortening the war if they are prop- 
erly supported, he declared. 
“These campaigns, I should like 
to point out, have nothing to do 
with politics. They weren’t devel- 
oped by or for Democrats, Republi- 
cans, New Dealers or Communists. 
They were developed by business 
leaders and the War Advertising 
Council, working with OWI officials. 
These new campaigns were planned 
to help shorten the war by getting 
home front cooperation on vital war 
jobs—by persuading millions more 
women to go into industry to fill 
the jobs the men left behind; by 
recruiting hundreds of thousands to 
help harvest food and to help can 
and process and see that it is prop- 


erly shared; by convincing people 
on the home front that they have 
a patriotic obligation to ‘conserve, 
eat it up, wear it out, make it do’ 
for the duration,” asserted Mr. La- 
Roche. 


“The Biggest Loser” 


Alluding to the coming battle of 
politics as a great potential threat 
to this cooperative effort of busi- 
ness and government, he expressed 
regret that political partisans and 
to some extent, the candidates 
themselves, are “winding up for a 
free-for-all” that must already be a 
great source of comfort to the Axis 
powers. The conduct of the war 
and its speedy conclusion will be 
jeopardized, he said, if in this 
“fracas” business should withdraw 
its generous support of space and 
time because of real or fancied po- 
litical attacks. 

“If business lets this happen, 
business will be the biggest loser, 
for its problems multiply every day 
that the war continues. New con- 
trols and new postwar problems are 
born increasingly as the war con- 
tinues. And every day the war 
lasts, the national debt mounts 240 
million dollars, which of course, is 
bound to increase industry’s post- 
war headaches. 

“Those are just some of the rea- 
sons why we must see that busi- 
ness keeps its eye on the ball during 
the months to come—for its own 
sake. Industry would not think of 
stopping its production job because 
of internal arguments, and neither 
can it afford to stop its war propa- 
ganda job—a job that the people, as 
well as the wartime government, 
expect it to continue for the dura- 
tion,” concluded Mr. LaRoche. 


Plans New Campaign 


Based on the theme that “Eyes 
are Allies,” the Better Vision Insti- 
tute, New York, is preparing a new 
fall advertising campaign in na- 
tional magazines and radio. Copy 
will stress the importance of good 
eyesight and point out how to 
avoid eyestrain and damage to the 
eyes resulting from intensive pre- 
cision work in war 


dles the account. 
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Basic Rules for 
Printing Buyers 
Are Listed 


New York, Aug. 5.—Designed to 
forestall strict regulation of buying 
and creating printing, a voluntary 
conservation plan is proposed by the 
Graphic Arts Victory Committee, 
representing all branches of the 
graphic arts. Three basic rules are 
listed in a booklet for buyers of 
printing, as follows: 1 — Order 
paper only actually needed for jobs 
ahead; guard against unreasonable 
surplus inventories. 2—Order quan- 
tities of printed pieces actuall 
needed; eliminate all deadw 
3—Be sure printed forms or mes- 
sages are essential. 

The program also includes the 
following five rules for paper eon- 
servation: 1—Getting “the most” 
out of each sheet. 2—Use lightest 
practical weights and more readily 
available papers. 3—Use smaller 
sizes or change formats. 4—Con- 
servation in the producer’s shop by 
reducing spoilage, waste and by 
improving the reclamation of scrap 
paper. 5—By elimination of waste 
in inventories and distribution. 


WANTED 


A-1 Layout Artist 


One of America's better 
known, well-established Agen- 
cies is in need of an experi- 
enced layout man or woman 
for its Davenport office. Must 
have experience in space ad- 
vertising. Splendid oppor- 
tunity in attractive community 
only three hours from Chi- 
cago. Write fully in first let- 
ter giving experience, salary, 
etc. All samples will be re- 
turned. THE L. W. RAMSEY 


industries. 
Lennen & Mitchell, New York, han- 


COMPANY, Union Bank 
Bldg., Davenport, lowa. 


yesterday’s data may well be hopelessly obsolete. 
The vitamin content of new products, the enrichment or fortification 


of old products: these are problems toward which you should be making 


Are you really 
up to the minute 
about vitamins ? 


Ir you work on food and drug advertising, you’d better have your vitamin 


data up to the minute—and because of the rapid progress in this field, 


a contribution. Have your facts straight. 


For instance, Vitamin A. Get and study and pass along the facts about 
what we believe to be the finest vitamin A concentrate available. 
Distilled Vitamin A Esters * 


in the natural Ester form is produced by molecular distillation in high 


is the name. This concentrate of vitamin A 


advantages. 


vacuum, a process which gives the resulting concentrate several unique 


Distilled Vitamin A Concentrate in the natural Ester form is scientific- 


ally uniform in quality, high in potency, two to ten times more stable in 


heat, light, and air than any other commercial concentrate we have tested. 


Exceptionally bland, this vitamin A does not impart taste or odor to foods 


Write for our new illustrated brochure 


or pharmaceuticals. 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patents. 


DISTILLATION PRODUCTS. INC. 


Re 755 RIDGE ROAD WEST, ROCHESTER, NEW YORK F 
ntly owned by EASTMAN KODAK co. and GENERAL MILLS, I 


‘Special Commodities Division, General Mills, Ine... Minncagelie, . 


“Oil-Soluble-Vitamin Headquarters” — 


, “The Story of Vitamin A Esters.” 
Get complete information and performance data for your technical men. 


Bring yourself really up to the minute about vitamin A. 
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Castle Predicts 
Big Holiday Play 
for Home Movies 


(Continued from Page 1) 


of the Blackstone Hotel last night. 

The head of Castle Films, Inc., 
initiated his merchandising - adver- 
tising campaign in Chicago with a 
showing climaxed by a movie pres- 
entation of the 1943-1944 campaign 
which featured Lew Lehr and re- 
produced in color the dealer helps, 
window displays, color packaging 
and other new features which are 
expected to help dealers push their 
sales of home movies to an all-time 
high. ‘Similar dinners for the trade 
will be staged in 11 other cities this 
month and next. 

Mr. Castle emphasized the fact 
that unrationed film library titles 
will get a bigger play from the pub- 
lic this year than ever before, first 
because of the absence of so many 
other products from dealers’ shelves, 
and second because of the promo- 
tion wallop which is being put 
behind the business through Castle 
magazine advertising. 

The list this year is more exten- 


‘sive than ever, including Collier’s, 


il 


— 
Ss = Covers 83% 
of all million-dollar 
manufacturers 


Esquire, Life, Look, Popular Sci- 
ence and The Saturday Evening 
Post, in addition to all of the photo- 
graphic publications, such as Busi- 
ness Screen, Educational Screen, 
Home Movies, Minicam, Movie 
Maker, Popular Photography, U. S. 
Camera, etc. 

Dealer advertising through local 
newspapers is also being promoted 
aggressively, with mats supplied by 
Castle Films. More than 500 deal- 
ers have used this copy in previous 
seasons, in addition to featuring 
Castle products in their window and 
counter displays and by distribu- 
tion of catalogs through direct mail. 
A deluxe catalog for limited distri- 
bution is being supplied this year, 
along with a smaller book for gen- 
eral circulation. 

Because of the importance of 
holiday merchandising possibilities, 
Castle Films is not only driving 
hard at this objective in late fall 
advertising, but is also providing 
special window displays urging the 
purchase of home films for gift 
purposes. Colorful packages are 
being employed for the first time 
to add an effective holiday touch 
to this phase of the program. 

Dealers have enthused over the 
possibilities of this business largely 
because of shortages of other classes 
of merchandise. While film stocks 
are below normal, Castle Films and 
other large producers are said to 
have available ample stocks with 
which to supply the rapidly expand- 
ing holiday demand, which has 
been growing at the rate of 1,000% 
a year. 


Uses Castle Technique 


The movie with which the adver- 
tising and merchandising program 
was presented to the trade in Chi- 
cagoland was one of the first exam- 
ples of a movie producer employing 


|} his own techniques for promotion 


| purposes. 
}comedy touch, while Mr. 


Lew Lehr added the 
Castle 
presented a dynamic story of the 
growing possibilities for dealers in 
the distribution of home movies. 
The Castle Film library this year 
is featuring war subjects, the inva- 
sion of Sicily being a typical title 


which will be featured in the first 
fall advertisement appearing next 
month in Life. Other subjects deal 
with adventure, wild life and travel. 
Clyde Beatty is featured in a sen- 
sational wild animal episode. Five 
of the new numbers were previewed 
by the trade last night. 

In his address preceding the 
showing of the new advertising and 
merchandising campaign, Mr. Castle 
predicted enormous expansion of 
motion picture applications in the 
educational, industrial and home 
entertainment field after the war, 
but qualified his rosy forecasts by 
calling attention to the necessity of 
controlling government expendi- 
tures in the postwar era. If the 
public does not demand sound ad- 
ministration of national affairs, he 
said, the country may be saddled 
with an annual tax bill of more 
than 25 billion dollars. 


Bacardi Tells of 
Court Victory 


New York, Aug. 5.—In a special 
mailing to the Illinois liquor trade, 
Bacardi Corporation of America this 
week called special attention to a 
federal court ruling in that state 
upholding its exclusive use of the 
trademark Bacardi. 

The court enjoined the defendants 
in the case from selling or offering 
for sale any mixed drink under the 
name Bacardi unless the drink con- 
tained Bacardi rum as its principal 
ingredient. 

In its folder to the trade, the 
company said that this judgment 
“once again confirms the fact that 
a Bacardi cocktail must be made 
with Bacardi rum.” An identical 
ruling was made in New York state 
supreme court in 1936. 

Dealers were told that the public 


is pinning its faith these days on| 


liquor of proved quality, on brands 
of established reputation, and that 
Bacardi has been acclaimed for 81 
years. Assurance was given that 
the wartime supply of Bacardi 
would be distributed in an equitable 
way. 


say 


* Florida’s income is 
greater through the summer and all 
12-months-of-the-year than it ever was 
in the balmiest tourist season. 


« Florida's buying 
power is greater than ever before—and 
stable around-the-calendar 
market is reached by 3 great newspapers 
...the newspapers that thoroughly cover 
Florida's 3 major markets and their huge 


this new 


Florida Business 
i Likelts Landscape... 


Florida's men, women 
and new industries are playing no small 
part in the grim net of defeat drawing 
taut around the Axis—for Florida has 
swung into “high” in war production. 


== 


Bel: 


trading areas...at low cost! 


The over 285,000 combined 
circulation of these 3 great 
Florida dailies gives you thor- 


ough coverage... at low cost. 
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TAQ JACKSONVILLE 


np i al 


ke MIAMI 


LLE, FLORIDA TIMES-UNION 
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NBC Readjusts 
Rate Structure 


fo Meet Costs 


New York, Aug. 5.—Beginning 
Sept. 1, the National Broadcasting 
Company will readjust its advertis- 
ing rate structure to meet increases 
in operating costs and in the cost of 
other items “peculiar to the broad- 
casting business,” Roy C. Witmer, 
NBC vice-president in charge of 
sales, revealed this week. 

Performance rights, compensation 
to stations and expansion of public 
service programs, were cited as 
|three of the essentials whose rising 
|costs have and are contributing to 
|the necessity for rate revision. Mr, 
| Witmer declared that in the inter- 
est of paper economy a new rate 
card will not be issued at this time, 
but instead, instructions for noting 
revisions on the network’s latest 
card No. 30, were included in the 
general notice distributed to the in- 
dustry. 

Weekly discounts, which pre- 
viously were 2%% to 124%2%, have 
been changed to “5% to 10%.” Con- 
tracted values of network time 
at gross rates and the correspond- 
ing rates of discount on weekly 
gross billings are to be changed as 
follows: less than $8,000 per week, 
no discount; $8,000 or more but less 
| than $18,000 per week, 5%; $18,000 
|or more per week, 10%. 
| Hereafter, the discount rate will 
be reduced 5% on network pro- 
grams broadcast between 8 and 10 
|p. m., New York time, and on their 
| rebroadcasts. 

Another change in the rate struc- 
ture pertains to paragraph “c’”’ in 
the card schedule. Now reading 
“Annual Discount—26%,” this cat- 
egory has been revised as follows: 
'“Annual Discount—221%%.” 

A discount of 22%% in lieu of 
weekly discounts and annual rebates 
|(17%% in the case of network pro- 
|grams broadcast between 8 and 10 
|p. m., New York time, and their 
,rebroadcasts) will be allowed cur- 
rently to advertisers whose con- 
|tracted gross billing equals or ex- 
ceeds $1,500,000 within a 12-month| 
fiscal year period. 

All other provisions under “NBC | 
|commissions, discounts and rebates” | 
appearing on Rate Card 30 remain 
unchanged. Thus the annual rebate 
'of 12%% for 52 consecutive weeks 
|of use of NBC facilities as well as 
the full network discount of 10% for 
use of 125 stations or more, continue 
as before. 
| Mr. Witmer’s statement empha- 
|sized that all advertisers who are 
using NBC facilities as of Sept. 1, 
_ 1943, will continue to receive serv- 
_ice under rates as of Aug. 31, 1943, 
|on all facilities which they continue 
te we without lapse until Sept. 1,! 


CBS Directors 
Accept Klauber's 


Resignation 


New York, Aug. 5.—The board of 
directors of the Columbia Broad-)| 
casting System yesterday accepted | 
| the resignation of Edward Klauber 
|as a director and chairman of the 
executive committee. He is going 
| into retirement because of ill health. 
| Informed of Mr. Klauber’s resig- 
|nation, William S. Paley, president 
of CBS, said, “I know you will join} 
with me in a feeling of profound re- | 
gret that Mr. Klauber cannot con-| 
|tinue his work with us, and in a} 
feeling of deep appreciation for his | 
many years of service and his out-| 
| standing contribution both to the) 
success of the company and to the| 
| development of the radio broadcast- | 
|ing industry.” 
| In a letter accompanying his res- | 
ignation, Mr. Klauber asked that the | 


\following message, from him, he 
organization. 


transmitted to the 
“Because of ill health, the board of | 
directors has accepted my resigna- | 
tion from all official connection with | 
| CBS, and I have been allowed to re- 
|tire. It is a matter of real regret| 
| that I cannot say a personal good- 
bye to all of you with whom I was 
| associated for so many years.” | 


'Brewster Joins JWT 


James Brewster, former head of 
the Harvard University Film Serv-| 
ice, has joined the motion picture 
department of J. Walter Thompson | 

| Company, New York. 
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McKesson-Robbins 
Now Using 150 


Radio Stations 


New York, Aug. 5.—A grand otal 
of 150 radio stations is current}, 


Robbins products and the number jg 
ii 
to L. M. Van Riper, vice-pre ~ 
in charge of advertising. The fiye 
products on the air at presen! are 
Bexel, Calox, Albolene, Scretone 
and Yodora. 

Bexel, vitamin B complex, is re. 
ceiving 40% of the radio time. yy 
Van Riper depicts as remarkable 
the growth of Bexel sales since the 
product was introduced about jg 
months ago. Radio time used by 
McKesson ranges from one-minute 
chain breaks to 15-minute news 
broadcasts. The radio schedule has 
been largely localized, and only two 
chains are currently being used, the 
CBS Pacific Coast chain, and the 
Yankee Network. 

An extensive nationwide plan has 
recently been organized for mer- 
chandising McKesson advertising 
through company merchandisers to 
the retail trade. A bulletin entitleq 
“McKesson Advertising News” js 
being issued from New York head- 
quarters. Classified by areas, jt 
keeps company representatives and 
the trade constantly advised regard- 
ing current national advertising. 


YOU have a good truck 
—or a better caster 
—a conveyor or a hoist 
—or a warehouse 


—or a plan for tomorrow's 
Air Cargo 


Here’s Your Market! 


S 


Here’s Your Medium! 


The business of D and W readers is 
to move goods from here to there in 
a hurry—to handle, or store them 
safely enroute. 


The business of D and W is to show 
them how. By enlisting the best brains 
in the world of Shipping—Handling— 
Warehousing and Distribution — 
D and W keeps traffic men posted on 
up-to-date methods in the movement 
of goods. 


The story of your superior product 
or service — presented in the iniorm- 
ative editorial framework of D and W 
may lead to the breaking of se: ious 
traffic bottlenecks —and lasting a 
ceptance among men Whose busi"ess 
it is to know about your product 
or service. 


And to those advertisers with an ey® 
to Air Cargo and future high spee¢ 
transportation — may be assure? 
of willing listeners —foresighted » @" 
ners like themselves —who are “ore 
than interested in tomorrow's me! 10% 
of getting goods from here to ert 
in a hurry—safer—faster. 


They are the readers of D and ‘— 
the men you must reach for to *y5 
and tomorrow's freight traffic. 


A Chilton Public 


100 East 42nd St. 
New York 17, N. Y 


The Progressive Magazine of 
Shipping - Handling - Wo'® 
housing — Distribution 
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in Advertised 
s1]-Up Advertise 
locally, Spreads 
Ota] . 
ntly f | C 
“fo National Copy 
eT is 
ling (Continued from Page 1) 
lent HH ould exhibit a six-bottle case of 
© five i 7p. 
are The parent company has em- 
‘<‘one Hi ployed an agency for several years 
to prepare suggested newspaper, 
'S Te- Hi dio and outdoor copy for fran- 
°. Mr. Hi chise holders, as well as to produce 
r<able MJ, complete line of point-of-sale 
ce the material, but in addition many of 
UL 18 Bi the larger bottlers have used agency 
ed by HB islent of their own. Through the 
ninute Hi vears, a closer coordination of 
news fi dvertising has been effected re- 
le has J iting now in the national cam- 
ly two paign, Which is being placed by 
ed, the Hy Walter Thompson Company, Chi- 
id the Hi cago. Harry T. Mitchell is account 
executive. 
an has “ ” 
mer. Uses “Parallel Posters 
rtising During the past year 7-Up has 
s€rs to M sponsored an unusual “parallel pro- 
ntitled gram,” under which half of the 
WS" Is HB advertising which has appeared has 
head- MH been devoted entirely to war bond 
eas, itMthemes, without any commercial 
€s and HM message—not even a 7-Up signa- 
‘egard- Mture. Then the artwork has been 
ing. altered slightly and used simulta- 
neously in a straight 7-Up adver- 


tisement. In a poster showing, half 
of the posters in a city have carried 
war message copy; the other half, 
utilizing the same artwork, have 
carried 7-Up advertising. Panels 
m trucks have been similarly split, 
as have newspaper advertisements. 
This “parallel program” has re- 
sulted in a considerable amount of 
enthusiasm in Treasury circles as 


well as among bottlers. It will be 
continued throughout this year, 
with the last-quarter promotion 


built around an appealing painting 
of a boy and girl. In the “patriotic” 
half of the advertising, the girl 
holds a doll and the boy a model 
plane, with the message: ‘“You’re 
their Uncle Sam—buy more war 
kk bonds.” In the “commercial” half 
of the advertising, the children give 
up their doll and plane for bottles 
of 7-Up, and the message reads: 


st “They like it... It likes them— 
1-Up.” 
The same dual illustrations and 
messages are carried over into 
row's [ewspaper advertising, truck post- 


ers and store hangers. In the case 
f radio spot announcements the 
war bond theme and the 7-Up sales 
theme are woven together. 


WPB Making Drive 
on Waste Material 


ket! 


ORA J. MULFORD 


Detroit, Aug. 5.—Funeral services 
were conducted here today for Ora 
James Mulford, 74, president of the 
Michigan Street Car Advertising 
Company. He died Tuesday follow- 
ing a long illness. 

Beginning his business career at 
19 as a printer, Mr. Mulford was 
called upon to draw up the first 
advertisement for the Ford Motor 
Company, then just getting under 
way. Later he prepared the first 
advertisements for Packard Motor 
and, with Henry B. Joy, then Pack- 
ard president, originated the famous 
slogan, “Ask the Man Who Owns 
One.” 

Mr. Mulford was one of the first 
to develop street car advertising 
and organized a nationwide com- 
pany to develop the idea, later sell- 
ing out this company to the Barron 
G. Collier interests of New York, 
retaining the Michigan and north- 
ern Ohio rights. Another chief in- 
terest was in the boat and engine 
building field, and he was president 
of the Gray Marine Motor Company 
at the time of his death. 


M. W. HALMBACHER 


Oklahoma City, Aug. 3.—Max W. 
Halmbacher, veteran circulation 
director of the Oklahoma Publish- 
ing Company, died at his home here 
July 28. Mr. Halmbacher, who was 
59, had been critically ill for more 
than 10 days. 

He had been associated with the 


company for 32 years, serving as 
circulation manager of the Okla- 
homan, Oklahoma Times and 
Farmer-Stockman for 24 years, and 
as a member of the board of direc- 
tors for 14 years. He began his 
career on the Review, Decatur, IIL., 
coming to Oklahoma City in 1911 to 
join the Daily Oklahoman. For the 
past 10 years he had been a director 
of the International Circulation 
Managers Association. 


WILLIAM E. COX 


Toronto, Aug. 3.—William Elwood 
Cox, 57, vice-president of Norris- 
Patterson Ltd., Toronto agency, was 
drowned Aug. 1 at Buttermilk Falls, 
Haliburton, when he attempted in 
vain to rescue his 19-year-old son, 
Alan, from the water. 


THOMAS B. O’BANNON 


Philadelphia, Aug. 3.—Captain 
Thomas B. O’Bannon, one of the 
first 20 pilots selected by the Army 
air forces for photographic recon- 
naissance training, died in the Euro- 
pean theater of war July 24, the 
War Department has reported. 

One of 13 members of the 8th Air 
Force Photographic Reconnaissance 
Unit decorated on June 23 for bring- 
ing back priceless film that revealed 
vital information before air raids 
and assessed bomb damage after air 
raids, Capt. O’Bannon at the time of 
his enlistment in September, 1941, 
was associated with N. W. Ayer & 


Son. His death brings the first gold 
star to the agency’s service flag. 


LOUIS S. IRWIN 


New York, Aug. 4.—Louis Sher- 
wood Irwin, 43, advertising sales- 


man for Newsweek and formerly | 
associated with the New York offices | 


of ADVERTISING AGE, died today at 
the Neurological Institute of New 
York after an illness of three weeks. 
Mr. Irwin served in the U. S. naval 
reserve in World War I and was 
graduated from Williams College in 
1919. He lived in Hempstead, Long 
Island. 


BRYAN B. GILMER 


Houston, Tex., Aug. 3.—Bryan 
Brewster Gilmer, for the past 15 
years regional vice-president of 
McKesson & Robbins, in charge of 


the southwest district, died here 
Aug. 1. 
Mr. Gilmer was founder and 


president of the Southern Drug 
Company of Houston, one of the 
first drug companies to be incor- 
porated into the national wholesale 
organization of McKesson & Rob- 
bins when it was formed in 1928. 
He was honorary president of the 
National Wholesale Drug Associa- 
tion in 1937 and 1938. 


‘Cattleman’ Moves 


The Cattleman has moved to new 
quarters at 1109 Burk Burnett 
building, Fort Worth 2, Tex. 


39 
Hickerson Folder Shows 
Force of Advertising 
A folder recently released by 


J. M. Hickerson, Inc., New York, 
shows how a consistent advertising 
campaign, using a solid schedule of 
60-line newspaper insertions on a 
twice-a-week basis in selected cities, 
resulted in a substantial increase in 
business for the St. Regis Hotel, 


New York, one of the agency’s 
clients. 
Beginning in January of this 


year, when the campaign got under 
way, room registrations at the hotel 
began to show marked increases, 
climaxed by an increase of 41% for 
April over Jaauary in total room 
registrations. 


Pharmaceutical 
Sales Promotion Manager 
Available 


Mature, seasoned, progressive and aggres- 
sive executive, thoroughly experienced in 
sales promotion and advertising of ethical 
pharmaceuticals, as well as drug products 
sold to general public. Also familiar with 
production and all phases of agency prac- 
tice. Now Advertising and Sales Promotion 
Manager of successful pharmaceutical man- 
ufacturer, but desires greater scope for 
talents and experience. College graduate, 
personable, urbane; equally familiar New 
York and Chicago; interested only in op- 
portunity that will justify five figure salary. 
Address: Box 4247, ADVERTISING AGE, 
Chicago. 


BULL’S-EYE FOR 


PAPER! 


a 
ium! A new, intensive drive to salvage 
_ nc and copper which now lies idle 
eaders is Min print shops and publication cut 
there in Miles has been launched in New York 
re them Mby the Industrial Salvage Branch of 
the War Production Board. WPB 
to show fe ™Ployes are meeting with printers 
st brains (22d publishers in an attempt to get) 
sndling— jm 2e Metal out of hiding. The WPB 
ution —fg also searching for outmoded and 
osted ong OSolete machinery which can be 
novement Ma sed as scrap. The New York effort 
Ss part of a nationwide drive to 
‘salvage materials in the printing in- 
product dustry. 
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One day a holocaust may visit Tokyo— 
swarms of slim incendiaries raining from 
the sky. Paper fins will guide them to their 
marks. For paper fins are now replacing metal 
on incendiary bombs. 

Modern war has thousands of uses for 
America’s paper and wood pulp production. 
Explosives, helmet brims, food packages, gas 
tank liners, insulation, packing materials, fly- 
ing jackets, hand grenades...paper pulp is used 
in making these. Often pulp products replace 
steel, aluminum, synthetic rubber, phenolic 
resins and other more critical materials. 

It takes 30,000 pounds of pulp in the 


form of blueprint paper to plan a battleship. 
Through April, 4,000,000 pounds of paper 
pulp had been used to print War Bonds. 
Packaging 700,000,000 cans of tobacco a 
year in paper is releasing 80,000,000 pounds 
of steel for weapons. 

Yes, wood pulp is a strategic material—a 
material of paramount importance in this 
war. Supplying it to our fighting forces in 
mountainous quantities and in a multitude 
of finished forms is the special wartime job 
of the paper industry. In this effort, the manage- 
ment and workers of Kimberly-Clark Corpor- 
ation are proud to be doing their full share. 


PRINTING PAPERS 


Trufect : 


For Highest-Quality Printing 


Ki mfect f 


Companion to Trufect at 
lower cost 


Maultifectr’ 


For volume printing at 
@ price 


KIMBERLY-CLARK CORPORATION 


NEW YORK: 122 E. 42ND ST. 


Neenah, Wisconsin + est. is7 
CHICAGO: 8 S. MICHIGAN AVE ® LOS ANGELES: 510 w. 6TH ST 
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Wrigley Replaces 
Autry with New 


Air Forces Show 


Chicago, Aug. 4—The Wm. Wrig- 
ley Jr. Company’s CBS network 
program devoted to the Army air 
forces will undergo another change 
Sunday when it becomes “America 
in the Air.” The show will present 
authentic stories of the men, equip- 
ment and operations of the Army 
unit. 

The change was necessitated 
when Wrigley was forced to drop 
“Sergeant Gene Autry” because the 
one-time cowboy hero, now a mem- 
ber of the air forces, is going 
abroad. On the replacement show, 


A REAL'SITUATION 
FOR A GOOD MAN! 


A small, aggressive Chicago Advertising Agency, 
whose owner has other interests demanding his 
time, requires a sound all around agency man. 
Must be able to service accounts and write gen- 
eral copy for radio and black and 
excellent opportunity for the right man — at 
ample remuneration. Write full qualifications. 
BOX 4248, ADVERTISING AGE, CHICAGO. 


exploits of the air forces will be 
dramatized and the actual heroes 
who took part in them will be 
brought to the microphone for in- 
terviews. The story of the Flying 
Fortress “Memphis Belle” will be 
told on the initial broadcast Aug. 8. 
The show is aired Sunday nights 
from 5:30 to 6 p. m., CWT. 

J. Walter Thompson Company, 
Chicago, is the agency. 


Serutan on Full Blue 


Serutan Company, currently 
sponsoring Drew Pearson on 55 sta- 
tions of the Blue Network, will 
expand its lineup with an addi- 
tional 56 stations, effective Oct. 10, 
making a total of 111 outlets to 
carry hte commentator. The pro- 
gram is heard Sundays from 7 to 
7:15 p. m., EWT. Raymond Spector 
Company, New York, is the agency. 


Trimount Returns to Blue 


Trimount Clothing Company will 
resume its sponsorship of “Dorothy 
Thompson Comments” on 70 sta- 
tions of the Blue Network in mid- 
September, the program to be aired 
Sundays from 7:15 to 7:30 p. m., 
EWT. It will make the company’s 


@ @ @ Covers 111 of the 170 cities over 


10,000 population in Illinois, Indiana, Michigan 


and Wisconsin. 


@ @ @ Reaches more of them than any 


other major Chicago station! 


Station Families 

WENR 3,403,000 
A 2,157,000 
8 2,424,000 
Cc 3,188,000 


COST ANALYSIS OF MAJOR CHICAGO STATIONS* 


* Based on a 15-minute daytime show, 5 times per week. 
Source — NBC All- County Survey. 


Cost per 4 Increase 
1,000 over WENR 
03 — 
.06 100.00 
.05 66.6 
04 33.3 


j . S. —and at a lower cost! 


50,000 WATTS 


A CLEAR CHANNEL STATION 


890 KILOCYCLES 


Owned and Operated by the Blue Network Company 
Represented Nationally by Blue Spot Sales 


New York Chicago 


‘ 


Hollywood Detroit 


fourth successive season on the 
Blue and a resumption of Miss 
Thompson’s_ broadcasts of last 
spring. Emil Mogul Company, New 
York, handles the account. 


Elgin Watch Returns 


Elgin National Watch Company 
will return to the CBS network 
Sept. 4 when it will resume spon- 
sorship of “Man Behind the Gun,” 
following a summer interval. 
Elgin had sponsored the program 
from March 7, 1943, until May 30. 
Since that time the program has 
been carried as a sustaining feature 
by CBS. The program will be heard 
Saturdays from 7 to 7:30 p. m., 
EWT, over 61 stations. J. Walter 
Thompson Company handles the 
account. 


Hinds Renews 
Wally Butterworth’s “Take-A- 
Card” quiz show, sponsored on 


more than 200 Mutual stations by 
Hinds Honey and Almond cream, 
has been renewed for 13 additional 
weeks, effective July 28. The pro- 
gram is heard Wednesdays from 
8:30 to 9 p. m., EWT. Wm. Esty & 
Co., New York, is the agency. 


New Sponsor on Mutual 


The Employers Group, through 
H. B. Humphrey Company, Boston, 
will sponsor newscaster Cedric Fos- 
ter over the Mutual network every 
Friday from 10 to 10:15 p. m., EWT, 
starting Aug. 6. 


Boake Carter Renewed 


Chef Boy-Ar-Dee Quality Foods 
has renewed and expanded its spon- 
sorship of Boake Carter over 12 
stations of the Mutual network, 
heard Mondays, Wednesdays and 
Fridays from 12 noon to 12:15 
p.m., EWT. McJunkin Advertising 
Company, Chicago, is the agency. 


Lockheed Adds Time 


Lockheed Aircraft Corporation 
has increased its CBS schedule by 
adding 15 minutes to its “Ceiling 
Unlimited” program, effective Aug. 
8, when the program will assume 
a new format and will be heard at 
a new broadcast time. 

Heard currently Mondays from 
7:15 to 7:30 p. m., EWT, with re- 
broadcast at 11:15 p. m., the new 
“Ceiling Unlimited” will be heard 
Sundays from 2 to 2:30 p. m., EWT. 
Fifty-seven stations will carry the 
program, in addition to CBS outlets 
in Honolulu and Hilo. The new 
format includes Joseph Cotten as 
master of ceremonies; songstress 
Nan Wynn and Wilbur Eatch, musi- 
cal conductor. 

The program will feature a dra- 
matization of some current Ameri- 
can event of the week. Foote, Cone 
& Belding, Los Angeles, handles the 
account. 


Mutual to Buy Top 
Sustaining Shows 


New York, Aug. 3.—A new pro- 
gram policy to purchase the best 
quality shows with strong commer- 
cial possibilities has been announced 
by Miller McClintock, president of 
Mutual Broadcasting System. 

Following a critical analysis of 
Mutual’s entire program structure, 
it has been decided to eliminate 
various programs not suited to the 
network’s over-all program policy, 
according to Mr. McClintock. Name- 
star, dramatic and idea shows of 
outstanding character will replace 
those eliminated. 

To back up the new policy, a spe- 
cial program operating board has 
been created, with Mr. McClintock 
as chairman and Adolph Opfinger, 
MBS program director, as vice- 
chairman. Other members of the| 
board are: Frank P. Schreiber, gen- | 
eral manager, Station WGN, Chi-| 
cago; Julius F. Seebach and Theo- 
dore R. Streibert, 
New York; C. M. Hunter, Stations 


WHK - WCLE, Cleveland; Linus 
| Travers, Yankee Network, Boston: 
Willet Brown, Don Lee Broadcast- 
ing System, Hollywood; and Robert 
toes Schmid, MBS research manager. 


Fruehauf Annual Report 
Wins Publication’s Prize 
Fruehauf Trailer Company, De- 
troit, has received the “highest 
merit award for distinguished 
achievement in annual reporting,” 
| by the editors of Financial World, 
in recognition of the excellence of 


| its 1942 annual report to stockhold- | 


| ers. 

| The annual report which won the 
| prize is a 28-page brochure printed 
in red, white and blue, profusely 
illustrated with photographs, charts 
and diagrams recording the history 
|and standing of the company. 


Station WOR, | 
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The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. All other classifications (single insertior 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


HELP WANTED 


HELP WANTED 


WANTED: Artist experienced for Chi- 
cago industrial advertising agency. 
Proficiency in layout, hand lettering 
and assembly essential. Salary basis. 
Write giving experience, draft status 
and salary expected. 

Box 4244, ADVERTISING AGE, Chgo. 


ADVERTISING AGENCY 87 \ pp 
Experienced typist and swit 
operator, also assistant bookkee). 
leading Chicago advertising ag ney 
Box 4246, ADVERTISING AGE. Chg, 


POSITIONS WANTED 


MANAGER for 
rapidly progressing publication which 
more than doubled its last year's 
business. $200 a month plus bonus. 
Unusually attractive community. A 
real opportunity for an all-round, 
— young man in publishing 
eld. 

Box 4242, ADVERTISING AGE, Chgo. 


BUSINESS | young, 


Ady. Promotion Mgr.—Mail order div. 
Exceptional opportunity — permanent 
business and small capital required. 

Box 4243, ADVERTISING AGE, Chgo. 


Advertising Salesman, car card, out- 
door or directory experience pre- 
ferred; must have car; familiar with 
Pennsylvania or Connecticut: draft 
deferred; substantial drawing ac- 
count; expenses; unusual permanent 
eprveay for right man; write 
ully. 

Box 4241, ADVERTISING AGE, N. Y. 


ADVERTISING SPACE SALESMAN 
By leading merchandise publisher. 
Permanent position with attractive 
possibilities at good starting salary 
for man with proven record of expe- 
rience. Give full details of age, sal- 
ary, expectations, etc. 

Box 4237, ADVERTISING AGE, N. Y. 
COPY and PRODUCTION MAN 
For multi-papered publisher. Perma- 
nent position. Good salary and at- 
tractive potentialities for right man. 
Give full details age, salary, experi- 


ence. 

Box 4238, ADVERTISING AGE, N. Y. 
WANTED: Young college graduate 
who has had some writing experience 
and likes selling, to act as News Edi- 
tor in order to learn business and 
become assistant to publisher. Me- 
dium-sized long established business 
magazine in interesting field. 

Box 4235, ADVERTISING AGE, N. Y. 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
200 S, State St. — Chicago, Ill. 


SALES MANAGEMENT 
ADVERTISING 
SALES PROMOTION 


23 years experience in the adv; 
specialty, calendar and _ spe 
printing field. 


tising 
lalize 


Creative, capable, aggressive with 
proven sales record. ; 


Excellent reasons for desiring ¢ 
leave my present position. 


Draft exempt. 
Box 4234, ADVERTISING AGE, Chg 


For September 15 Delivery... 
Young woman. Down-to-earth cop 
and idea writer. All around merchap, 
dising and advertising experience 
Now employed—seeking a challeng 
ing opportunity. College grad. a; 
tention agencies, publications, many 
facturers, radio. 

Box 4236, ADVERTISING AGE, Chgo 


Advertising Executive-Salesman 
Desires permanent connection wit 
A-1l newspaper, manufacturer or pub 
lication. Background includes space 
selling, sales promotion, all phases ; 
advertising. Now employed. Age 34 
Married. First class references. 
Box 4240, ADVERTISING AGE, Cheo 
CHARTIST—Young woman with se 
eral years exp. with leading ; 
agcy. preparing presentations. 
eral office exp. Connection with agcy 
or industrial firm desired. 

Box 4239, ADVERTISING AGE, Chego 
Ace Advertising Woman: Versat 
writer with well rounded copy exp 
and creative ideas, wants opportunity 
in public relations or promotion. 

Box 4245, ADVERTISING AGE, Cheolik 
Pharmaceutical Sales Promotion an 
Advertising manager available. § 
display ad on page 39. 
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Vinson Restores 
Mandatory Grade 
Labeling of Meat 


Washington, Aug. 6.— The first 
major move by the administration 
to restore grade labeling since Con- 
gress’ attack on OPA standardiza- 
tion policies came today as Eco- 
nomic Stabilization Director Fred 
Vinson ordered the return of grade 
labels on all meats except pork. 

Mr. Vinson’s action by-passed 
Congressional prohibitions of grade 
labeling. Congress, in the Taft 
amendment to the Emergency Price 
Control Act, had forced OPA to 
drop grade labeling of meats. Mr. 
Vinson asserted that this legislation 
did not limit the power formerly 
granted the President to stabilize 
prices affecting the cost of living. 
It was under this broad power that 
Mr. Vinson once more introduced 
grade labeling of wholesale and re- 
tail cuts of meats. 

The action immediately roused 
speculation that he would follow 
through, under his new interpreta- 
tion, with controversial grade label- 
ing orders on such foods as canned 
fruits and vegetables and on hosiery; 
some elements of OPA once fondly 
hoped they would be able to slap 
grade labels on these items, but 
those hopes were knocked out by 
Congress. 

However, it was pointed out that: 
(1) Retail cuts of meat have no 
brand names, while fruits, vege- 
tables and hosiery do; (2) Congress 
specifically provided, in the Com- 
modity Credit Corporation appro- 
priations act, that grade labels could 
be instituted where they have been 


widely in use or have previously 
been required by other agencies 
the meat specifications were draw 
up by the Agriculture Departmen 
many years ago by Congressiona 
permission; (3) Congress provide 
also that grade labeling shall no 
be used to “compel changes in the 
business practices ... in any indus 
try,” as hosiery and canning leader 
have claimed it would; and (4) i 
was generally believed here als 
that it is now too late to institut 
effective grade labeling of the 194 
canned pack. 

Mr. Vinson pleaded that the mea 
regulation “was essential to pre 
vent the breakdown of existing 
cents-per-pound price control 0 
meats and to prevent chaos in th4 
meat industry with sharp price in 
creases to civilian consumers an 
war procurement agencies alike.” 


Joins Kalamazoo Stove 


Herman C. Price has been 4p 
pointed vice-president of Kalama 
zoo Stove & Furnace Company 
Kalamazoo, Mich. He was former! 
head of the major appliance @ 
vision of Sears, Roebuck & C 
Chicago. 


Ken Beirn Joins 
Blackett-Sample 


Ken Beirn, a member of the sta 
of Pedlar & Ryan, New York, bef0! 
he joined the office of prosra 
coordination of the Office of W 
Information, has joined the Chicag 
office of Blackett-Sample-Hum me! 

Mr. Beirn will act as accou 
executive on some of the Proc 
& Gamble products handled | 


B-S-H. 


— 


BEELINE 


... Shortest distance to 


THE McCLATCHY GROUP 


profitable radio re- 
sults in California's 
richest productive 
area. 
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dvertising Age, August 9, 1943 
tatin America 
Fertile Field for 
_S. Advertisers 


8, 1943 


4 New York, Aug. 5.—Advertising 
P portunities for United States 
smpenies interested in the Latin 
_ american market are greater today 
han they have been since the start 
¢ the war, and are steadily improv- 


.g Irwin A. Vladimir, president of 
-win Vladimir & Co., asserted here 
nis week on his return from a two 
wonths’ trip to South America. 

Latin America has accumulated 


r hollars and is prepared to spend 
hem for whatever U. S. merchan- 
ice is obtainable, he said. Numer- 
DUS leading firms in this country 
bre taking advantage of the oppor- 
ynity to entrench themselves firmly 

with dan the Minds of the people of Latin 

Ws merica, explaining the reasons for 

—_ nortages, telling of their part in the 

* ‘Gr effort and furthering the Good 
jeighbor policy. 

Radio stations are prospering and 

E, Heveloping rapidly with notable im- 

y rovement in the local talent of 

rth ‘copgmArgentina and Brazil, declared Mr. 

nerchan@™ladimir, and in other countries re- 
perlencdii@orded programs sent from the 

‘ad. ignited States are being welcomed. 

S, manugm™fhe better stations are making a 

EB, Cheompeal effort today to reduce the high 

“proportion of time which they now 
> ievote to spot announcements, by 

> or puggpndeavoring to obtain more 15- 

es spac&m™minute and 30-minute programs, he 

phases oMbointed out. 

+ Che Improvement Is General 

with sev “The recent improvement in the 

ing thipping situation is reflected in the 
ith oe reneral improvement of business in 

S°Y@ atin America. The transportation 
+E, ituation is.very acute in Brazil, 

Versat hile and Uruguay, where many 

‘OPY exm™ars have been converted to char- 

portunlGoal burning equipment in order to 

+E, Chemeep running. Automotive replace- 
stion an@™ment parts are badly needed and 
ible. § 


park plugs sell in some countries 
t eight times their usual cost—if 
hey can be had,” Mr. Vladimir said. 
Despite the fact that living costs 
ave gone up considerably in many 
f the Latin American countries, 


reviously 
gencies 
re draw 


partmen@ere seems to be plenty of food 
rressionageVailable and the steaks are plenti- 
provide@™l, he reported. Visiting Colombia, 


cuador, Peru, Chile, Argentina, 
Brazil and the Dominican Republic 


shall no 
es in t 


hd 
Lug 


ny indusqgn the interests of his agency and 
g leaderg@'s clients, Mr. Vladimir interviewed 
1d (4) i@ewspaper publishers and radio sta- 
vere als@mion owners and made a study of 
institu@m!l the latest advertising develop- 
the 194@™ments in Latin America. Early in 
941 Mr. Vladimir completed a simi- 
the meaf#r trip. He was particularly inter- 
to pregpsted this time in the drastic 
existinggoanges for the better which have 
yntrol of™eken place as a result of the war. 
os in tha. While in Brazil, he interviewed 
price inguee leaders in industry and com- 
mers and@g™merce in Sao Paulo and Rio de 
alike.” @’neiro, obtaining material from 
hem for a Brazilian booklet on 
hich his company and Reader’s 
ove Digest are collaborating. This bro- 
been apgure is one of a series of market 
Kalamaggee'Veys on opportunities for Ameri- 
Companygg'2 business in Latin America, and 
-formeriag’l be ready this month. 
iance di ——_. 
k & Co 
olor Camera Club 
Uifers Prints for 
ommercial Usage 
ag: ‘org, Chicago, Aug. 5.—The Chicago 
prc vate Color Camera Club, whose 
e of Waasident is George W. Vanden, 
e Chicag id of the Vanden Company, local 
Hummerlfe’ertising agency, has developed 
s accoum. Uw usual plan which it hopes will 
e Proctegm’P agencies and advertisers who 
ndled » Would like to use color photographs 


{ national parks, familiar travel 
enes and other subjects, but who 
nable or unwilling to assign 
sraphers to get specific shots. 
Vanden estimates that mem- 
f the club have at least 15,000 

and bantam Kodachrome 
ranging from pretty girls and 
ies over the whole field of land- 
ape and travel. While quick serv- 
e impossible, the club has ar- 
inged to canvass members on 
C st, and to submit as many 
‘nt photographs of the subject 
e requested as can be gleaned 
‘om members’ libraries. 


eto | Transpar- 
are available only in 35mm 

, re- untam Kodachrome, but sharp 
: ion and good color rendition, 

nia s le of considerable enlarge- 

, nen’. is assured. 

tive Te-ms and conditions of use will 


termined individually to suit 
case. Advertisers or agencies 
sted in the service should con- 
Mr. Vanden at 620 N. Michigan 
Chicago, 11. 


Vs 


IF YOU'RE ELIGIBLE 


NEW WPB ORDER MAY ENTITLE YOU 


TO WORLD'S FINEST ANTI-FREEZE 


* You’? 


a — 
= 700 OWN A ORIVERYT ff TOU OWN A BRS 
bon igen Pace) one RR gen os 


@ YOU OWH A TRACTOR = YOU OWN A TeUCE 


PRESTONE 2; 


REEZE 

National Carbon Co. has launched an ex- 
tensive campaign for Prestone anti- 
freeze despite WPB's limitation order. 
This advertisement is appearing in con- 
sumer magazines, farm papers and auto- 
motive journals, and explains who may 
buy the product. The campaign is 
scheduled to run through October. J. M. 
Mathes, Inc., New York, handles the 
account. 


well as the Chicago Journal of 
commerce, New York Herald Tri- 
sune, New York Times, Washingto1 
itar and Wall Street Journal, i: 
ieadlined dramatically “Steel is ofi 
—a millionth!” 

“No, this isn’t Wall Street,” copy 
‘ontinues. “And that isn’t ticke 
»ne the man is reading. But if the 
finely finished surface of a sodium 

cooled aircraft valve is ‘off’ by only 
a millionth of an inch, this surface 
analyzer records it on the tape.” 


Points to Future 


This inspection, Eaton declares, is 
only one of many employed in 
making valves. After describing 
the precision used in all present 
war work, the company concludes: 
“The experience gained in making 
scores of new war products—in 
finding and working with special 
new alloys—in manufacturing for 
new industries—in devising new 
time saving production methods— 
will be invaluable when combined 
with Eaton’s habitual standards of 
precision and applied to peacetime 
products later on.” 

The next two advertisements in 
the series will pay respect to execu- 
tives whose efforts sometimes are 
overlooked and to engineers and 
craftsmen, none of whom ever 
“made the front page.” Each ad 


Precision Work 
Featured in New 
Eaton Campaign 


tisements in newspapers 
cities as well as 
Washington and Chicago. 


ucts. 


Cleveland, Aug. 5.—Resuming its 
advertising after a lapse of more 
than a year, Eaton Mfg. Company 
has scheduled a series of six adver- 
in plant 
in New York, 


The series is designed to tell a 
story of Eaton precision and the 
company’s part in the war effort, 
and to emphasize that its wartime 
experience will help considerably 
in building better peacetime prod- 


The opening advertisement, ap- 
pearing in a total of 10 newspapers 
in plant cities (Cleveland, Detroit, 
Battle Creek, Saginaw and Mar- 
shall, Mich., and Massillon, O.) as 


lists the many Eaton products which 
figure in production of aircraft, 
tanks, military vehicles, anti-air- 
craft guns, patrol boats and ammu- 
nition. 

Meldrum & Fewsmith, Cleveland, 
handles the account. 


Two to Weiss & Geller 


Weiss & Geller, Chicago, has 
been appointed to handle the ad- 
vertising of Leland Electric Com- 
pany, Dayton, O., and Sterling Mfg. 
Company, Chicago. Newspapers 
and general magazines will be used 
for Leland, and class magazines for 
Sterling, manufacturer of cedar 
chests. 


Becomes Hub Industries 


Dowty Equipment Corporation, 
Long Island City, N. Y., has changed 
its name to Hub Industries, Inc. 
There will be no change in directors 
or officers. 


Advertised Foods 
Benefit By 
War Shortages 


New York, Aug. 4.—Wartime 
rationing and shortages have made 
the average American consumer 
conscious of food values, resulting 
in an unprecedented demand for 
known advertised brands of gro- 
cery store products, according to the 
National Association of Retail Gro- 
cers, which urges store keepers to 
maintain these brands at their pres- 
ent peak levels. 

During depression years some 
consumers were willing to take a 
chance to save a penny, but today 
these same people demand the best 
since they know they cannot return 
the merchandise and get their ration 
points back, the association points 
out in a merchandising message to 
food retailers all over the country. 
Emphasis is placed on the fact that 
brand advertisers have done such 
an excellent job of impressing the 
public with the reliability and qual- 
ity of their products. 


Advertising Does Job 


“War, rationing, shortages, 
rumors, all have contributed their 
bit,” reports NARG. “Months ago 
the rumors of sugar scarcities and 
then official predictions of shortages 
and rationing caused U. S. house- 
wives to scramble for any and all 
the sugar in sight. But as soon as 
rationing and orderly distribution 
patterns were again effected, the 
trend reversed itself, and with food 
—the same as with gasoline, shoes 
or any commodity where there re- 
mained a sufficient supply to allow 
the buyer to make a choice—they 
chose something they could trust, 
the well known advertised brands.” 

To the retailer, extensive adver- 
tising campaigns mean simply that 
total production and sales of canned 
goods went from 134,000,000 cases 
in 1930 to 298,000,000 cases in 1941, 
points out the association. This has 
meant a new freedom and ease in 
handling foods which never existed 
before and never existed anywhere 
else on the face of the earth. A 
thorough understanding of the full 
import of this is essential in the 
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retail food field where gross mar- 
gins have always been low and 
under wartime laws will remain 
low, the association reports. 

“Food retailers have another large 
stake in the maintenance of known 
brand reputations during the war,” 
contends NARG. “This is a brand- 
built economy in which we live. 
Brands built mass distribution, mass 
distribution built mass production, 
and mass production built the large 
factories, of which all the United 
States is proud, and the large fac- 
tories are now winning the war. 
To do it, however, many of them 
have had to take their peacetime 
products partially or completely off 
the consumer market. While these 
brands are gone, or in restricted 
production, retailers hold a sacred 
trust—help maintain their names.” 


Roto Linage Up Sharply 

During the first six months of 
1943, advertisers bought an aggre- 
gate of 547,696 lines of rotogravure 
advertising in the New York News, 
Chicago Tribune and Philadelphia 
Inquirer Sunday rotogravure sec- 
tions. This is a gain of 109,464 
lines or 25% over the 438,232 lines 
used during the corresponding 
period of 1942, according to W. E. 
Farrell, of the First Three Markets 
group. 


IPI Promotes Davis 


Eugene H. Davis has been ap- 
pointed manager of the Philadelphia 
branch of International Printing 
Ink Corporation, New York, suc- 
ceeding the late John H. King. Mr. 
Davis joined the Philadelphia office 
of Queen City Printing Ink Com- 
pany in 1924, later becoming a 
salesman and continuing in that 
capacity after the merger of Ault & 
Wiborg, Philip Ruxton and Queen 
City as International Printing Ink. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


431 8. Dearborn St., Chicago Wab. 8655 


The GOLD RUSH of 194 


will you and your product stand? With the public? With the trade? How will your distri- 


‘ 


», 4 When they start cashing War Bonds in 


the rich and War-busy South, where 


cover the South—and there’s no other way to do it. 


For more than twenty 
years we have served 
the South under the 
same personal man- 
agement. 


bution be? The answer rests largely —we don’t need to tell you—on your present use of the 


South’s business papers, farm papers, newspapers, outdoor plants and radio stations. They 
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to Capital ground!” 


Writes Niece HELEN LOMBARD, 
the Washington Whirlwind. Read On! 


“Mission to Moscow” No Hit With Stalin* 


According to information which has reached here, the 
motion picture, “Mission to Moscow,” will not, in its pres- 
ent form, at least, be released to the public of the U.S. S. R. 


Premier Joseph Stalin evidently 
decided that Russian Generals would 
be poorly impressed by the highly- 
colored version of the events that led 
to the secret execution of Field Mar- 
shal Tukhachevsky. And even the 
most indoctrinated of Stalin’s Gen- 
erals probably would not relish the 
reminder that execution is one of the 
techniques of the Kremlin. 


The relatively uninformed Soviet 
public is aware of the fact that Tuk- 
hachevsky’s trial was conducted in 
strictest secrecy. Nobody knows what 
went on at the trial, nobody knows of 
what the field marshal was accused or 


what was offered in his defense. 


At any rate, at the premiere showing of the film, when 
the sequences dealing with the field marshal’s trial began 
to appear the translator seated next to Stalin faltered a bit 
and stopped altogether — on signal from Stalin. After this 
part of the film had ended the interpreter again took up 
the narrative. 


Ambassador Joseph E. Davies, who was in the audience 
at this premiere — in fact. he brought the films to Moscow 


on his recent secret mission — had so arranged the facts 


concerning the former chief of staff of the Russian Army 
(or, at least, agreed to their presentation in the movie) 
that they were judged by Stalin to be unacceptable to the 
Russian people. There is such a thing, apparently, as gild- 
ing the Communist lily, even for the Communist taste. 


To the astonishment of his Ameri- 
can guests, Premier Stalin rose at the 
énd of the showing and left the room 
without saying a word to his guest of 
honor, Mr. Davies, just a curt nod, 
according to reliable reports. 


The picture followed the gala din- 
her tendered to Ambassador Davies 
during his stay in Moscow. A very 
Prelect group, including the British 
Ambassador, high officials of the 
Soviet foreign office and a number 
of Russian Generals, was invited to 
this affair, which was highlighted by 
the widely publicized 17 toasts 
drunk. The dinner ended on a high 
note and the company adjourned to 
another room in a warm and friendly mood where a screen 


had been installed for showing the movie. 


The seating was informal. Premier Stalin sat between 
the head of the American Red Cross in Russia and the 
Russian interpreter. The first part of the picture appeared 
to be well received by the audience, particularly the intro- 
ductory address to the public by Mr. Davies. But when 
the part dealing with the trial of Tukhachevsky began, an 
uneasy atmosphere developed and it was here that the 


interpreter hesitated and stammered. 


*Two day» after publication o! thie piece by Helen Lombard, the showing of “Mission to Moscow” in Russia was banned by Sialin 


One of a serves of articles by Helen Lombard, appearing — exclusively in Boston — in The Boston Globe. 


The Boston Globe 


Morning 


YOU R ADVERTIS(U(NG Wii 


Evening 


Sunday 
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‘ARE YOU LISTENING, 


UNCLE DUDLEY 


I’ve got my ear | 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley's clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspape? 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 
in ‘The Globe’.” 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 
Uncle Dudley's family, today: 


Dororny Tuompson ¢ Ernest Linptey ¢ Dororny 
Dix ¢ Ernie Pyte «© Warrer LippMaANN ¢ WituiaM H. 
STONEMAN © JoHN STeINBECK ¢ Jay FRANKLIN ¢ JoHN 
Barry ¢ Potty Wessrer « Dorotuy Hittyer ¢ Henry 
Harris ¢ Harotp Putnam ¢ Satty Stuart ¢ GEORGE 
ANTHEIL © ANN DEAN © Orro ZaAUSMER @ JoHN KIERAN © 
Samuet GraFTon ¢ Epcar Anse. Mowrer ¢ GEORGE 
Weiter « Newt Gues ¢ Ropert J. Casey ¢ Jerry 
Nason @ Paut Guaui ¢ Henry McLemore ¢ HELEN 
Kirkpatrick ¢ Ricuarp Mowrer « A. T. STEELE ¢ LELAND 
Stowe « ALLEN Haypen ¢ Waverty Roor ¢ CARLYLE 
Hott ¢ Joseru F. DinneeN ¢ Emity Post ¢ Nat A. 
Barrows ¢ Louts M. Lyons ¢ James MorGan ¢ CHARLES 
Merritt ¢ James Powers ¢ Eart BANNeR ¢ Exi CuL- 
BERTSON ® GRANTLAND Rice ¢ Harotp Kaese ¢ FLETCHER 
Pratt ¢ Joun LARDNER 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 


United Press 


*Exclusively, in Boston. in Tue Boston GLOBE ; 
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BEST READ NEWSPAPER 
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PHOTOGRAPHIC REVIEW 


CELEBRATING 'REPORT' SPONSORSHIP 


CBS' "Report to the Nation” went commercial July 27 with its first broadcast 
under sponsorship of 124 electric utility companies. Celebrating the opening 
broadcast, iy here, are: (front row, left to right) E. R. Dunning, vice- 
president, N. W. Ayer & Son, agency handling the account; Paul White, CBS 
director of public affairs and producer of the show; Leonard Erikson, CBS sales 
manager. Back row, left to right: H. S. Metcalfe, advertising manager, West 
Pennsylvania Power Co.; Max Wylie, radio department, N. W. Ayer; R. A. 
Gibson, assistant to the vice-president, Hartford Electric Light Co.; and Don 
Mackie, Commonwealth & Southern Corp. 


SPECIAL DUTY SHOES 


Worn. toed. stie 1a . we a 


‘iv meeur . £hHt MiontT THEY'RE WALK-~PETTED 


“lf equipment counts for anything, this man's Army's got ‘em all licked,” says 

this copy showing a soldier encircled by numerous pairs of special duty shoes 

made for various branches of the Army. Commonwealth Shoe & Leather Co., 

Whitman, Mass., maker of Bostonians, shoes for men, will sponsor this series 

of advertisements to break in the fall. Fuller & Smith & Ross, New York, is the 
agency. (Story on Page 13). 


WATCH THE FORDS 


GOODYEAR SALUTES 
AN AMERICAN WORKING-MAN! 


we he A te oe 


Heghlegti 2 a8 Werrwes | errr’ 


Goodyear Tire & Rubber Co., in a full- 
page tribute to Henry Ford's 80th birth- 
day, used this advertisement in a special 
anniversary issue of the Dearborn, Mich., 
Free Press to salute Mr. Ford as “An 
American working-man." The insertion 
gives highlights in his career since the 
construction of the small two-cylinder 
gasoline engine in 1893. N. W. Ayer 
& Son is the agency. 


‘SUGAR AND SPICE’ 


Something new in airplane industry ad- 
vertising appeared in Collier's recently 
when Aircraft Accessories Corp. used 
the appealing picture of a small girl in 
a field of flowers with text saying ‘Sugar 
and spice and everything nice . . that's 
what bombers are made of." Copy went 
on to say sweets we do without, extra 
cups of coffee, Sunday drives with the 
kids, the new car you are not going to 
get, all these sacrifices help make bomb- 
ers. Paris & Peart, New York, placed the 
; copy. 


BUSINESS LEADERS JOIN IN BOND DRIVE 


WAR BOND DOLLARS ARE 


BOOMERANG DOLLARS - 


is car card, which is appearing in street cars and buses in Columbus, O.., is part of the war-effort campaign being waged 


, the Franklin County War Finance Committee. 
sis, with funds contributed by local business leaders. 
agency. 


Newspapers, radio, outdoor and direct mail also are being used on a paid 
Byer & Bowman Advertising Agency, Columbus, is the volunteer 
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HALF OF ADVERTISING FOR WAR BONDS 


a 


“Parallel posters" to be used by 7-Up bottlers during the last quarter of this 

year, with half of the showings to be devoted csclaboals to war bond promotion 

and the other half, using the same artwork, to sales messages for the product. 

The same idea is being used in all bottler advertising this year. Note that the 

bond poster does not even carry a signature—merely the insignificant 7-Up 
copyright line. (Story on Page |). 


TALK IT OVER AT MBS SHOW 


At Mutual Broadcasting System's kodachrome showing of "This Is Mutual” at 

Chicago's Drake Hotel July 29 are, left to right: Jack North, Aubrey, Moore & 

Wallace: Ben Green, H. W. Kastor & Sons; Sgt. Hal Burnett, Marine Corps 

combat correspondent, and formerly Washington editor of Advertising Age; 
and Jack Latham, assistant sales manager of MBS. 


NOT A DALI DREAM 


GENERAL ELECTRIC RADIO AND RADAR ? 
WILL GUARD AND GUIDE THEIR FLIGHT onus 


GENERAL @ ELECTRIC 


te 0 edie, vabev stan, oad cee on ‘green 


Peering deep into the future of aviation, General Electric Co. artists saw these 
visions of the super airplanes of an era yet unborn. Printed in four colors, this 


full page is appearing in current and August issues of Life, Collier's, and Country 
Gentleman. 


N. W. Ayer & Son handles the account. 
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Coon winds moving eastward meet the 
rain clouds beyond Cheyenne, and rain 
falls the width of Nebraska and Iowa, 
Canadian border to north Texas. 

Twelve hours later the precipitation 
area has moved East some three hundred 
miles; Chicago, Minneapolis and St. Louis 
have rain, and Cleveland is cloudy. 

The second day brings rain to the 
Eastern seaboard, and a third finds it far 
out at sea. ; 

Sometimes in spring and fall the whole 
Eastern half of the United States has a 
simultaneous rain... Only such a rain 
as this reaches more families than the 
Metropolitan Group. 

Forty great Sunday newspapers with 
more than 14,000,000 circulation cover 
the national market like the rain, but 
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Sunday Comic Section Advertising in: Baltimore Sun * 
Pittsburgh Press * St. Louis Globe-Democrat ° 

ALTERNATES: Boston Herald «* Detroit Free Press ¢ 
Cincinnati Enquirer * Columbus Dispatch * Dallas News * 
Springfield Union & Republican *¢ Syracuse Post Standard = * 


Oregon Journal * Sacramento Bee ° San Diego Union . 


220 East 42d Street. New York - 


Boston Globe 
Washington Star 

New York Herald Tribune 
New Orleans Times-Picayune-States 
METRO PACIFIC: 


San Francisco Chronicle . 


CHICAGO: Tribune Tower + 


with far more selectivity than the rain. 


Tse circulation is largely urban, 
concentrated in the cities of better than 
10,000 population—cities that read a big- 
city newspaper on Sunday, either because 
they have none of their own, or have time 
or leisure to browse afield. 

In such cities Metropolitan Group 
alone has more circulation than the four 
leading weeklies; as much circulation as 
the four major women’s magazines. No 
single medium—even the average program 
on a national network—matches Metro- 
politan Group for coverage. No other 
medium has comparable concentration. 

Here are half the best buying families 
in the country,ready-wrapped in one unit, 


available simultaneously—through major 


Ee M etro a oli ifa n G i 0 U p ... the first national newspaper networ!: 


* Chicago Tribune ¢ Cleveland Plain Dealer 
* Des Moines Register * Milwaukee Journal 
* Omaha World-Herald «+ 
Fresno Bee * 
Seattle Times . 


DETROIT: New Center Building 


* Detroit News °* 


¢ St. Louis Post-Dispatch * Washington Post * OPTIONAL ADDITIONS: Buffalo Courier-Expr: 
Providence Journal * 
Long Beach Press-Telegram * 
Spokane Spokesman-Review . 


SAN FRANCISCO: 155 Montgomery Stre«! 


newspapers that are individually major 
media, each carrying the advertising load 
in its local area. 


Anp Metropolitan Group offers the 
national advertiser the comics section . 
cynosure of more eyes, magnet of more 
minds than any part of the Sunday paper 
excepting only the gravure picture section. 

With whole-family readership—75'; 
adult, and all the children; read regular! y 
every Sunday, at home; read habitual!) 
from infancy to old age . . . Metropolitan 
Group comics offer the surest reception 
for advertising. 

The space unit is big with four colors. 
The cost is low .. . One order, one piece of 
copy, one bill cover the whole transaction 
—and covers half the country! 


New York News °* 


Minneapolis Tribune * 


Philadelphia Inqui: © 
St. Paul Pioneer P: 


Rochester Democrat & Chroni: ‘ 
Oakland Trib: 


Tacoma News Tribu:¢ 


Los Angeles Times * 


a: y 
ae / f fF 
aon g A ‘ff if vis / 
4 Wy yt; 
gy ft / If) / 1f oT oy, 
a Wy l Np), 
= MV HU HU 
— , F 7, i /; 7 a Rey jf 
a ’ iff / / / € 
a B/ / , 
‘ ¢ | 
, / 
yj / / / / J / 
#4 y spi? fs ee 
7 yj y yt; eo: ee 
eee’ j j tf t 
sd ) jj y/ //, ; ’ # /, ; / ¥ ay / 
eater r P - f / 
es: f f/ thi f Fee / f/ / / 
if, YY / / jp /, ’ ve ” 
‘ 4} ; / eo fife F / / / / i 4 wP ( 
“ TE Sane GMS [Ltt fb JAA mar 
bs 9 - x te bed y / iy / VMAS) y Hi yee p fe cV 
? Lian 4 : e j Yt) f if ff V/ YY ff CO 3 Te 
a ; Q — : i Mae 4 e; So . ; f Yyf LT / / / 4 f / y, f f "1 * a ¢ ty ¥ >« : 
ad vr, - av 4 , / /, he /// f , / "| he =: Ww! ? i . 
@ a a ; SILL Hf) SL / Sf f fis o~ a a t a le 
‘ ae” 2 ; ae, hits ' J / Ye if / VA, . // fj Ls jie ‘eH * =f A mt bat 4 Y, . 
ae * ™ a "i Ya ft é oN, ‘ v , i/ j, / / / Y iif] ia j ‘ / im a ger Mi : ts A ~ ‘ if Ss i. ar) 
. # . y) “ = ; ¢ “ie. * : : é y; y/} / [if P, / HY ft/ Uy V4 / é, et i,’ Ss - ne. : e it - a, Aa ? an } a 
is Ke si * ad, . q LA // f / jf ff / / * i 2 railed oe ad 7 a - ae Te oe ‘el 
* f 3 ft se es oP 4 4 oP Med , y4 ¥  : Vy, / , g / Ye fi Ps ? sg Rata ‘ a fe a 7 Bg. ep j 4 bad —_ to 
Ee” , * te es ‘ L -* . / iy e / /, a? Z 3 : og wat ’ ; rs ee 
. . 4. ee ss 3 fhe * ‘ *. ie 4 a és j fy AZ Wi) ; pf Pes a, ge ‘se eta is Ze + i gi 7 
_ psy Sa ee wor MERU MP) bE ee oa 
es as A Ney g Par vs by OPA eg f/ hee r. ett o »™ Ra , 
% \ ‘ Ps “% ol % ‘ f - 4 «hf A : ‘ ee v/ te a 5 PF, 3 fg if . ‘ e4 nt oe < 4 a a ae : - “A - i £ : 
Bess. . 7 * # ia . will ¥ ae ys f fj s “4 a ~~ j # * P. : : a . +, ue a 
ee oe J at _ j 44 “)/ See i) oe ee ao ss 
3 j : ak PA ae ”, . -_- a “ lind ¥) [ae ad P get” ; Pe ; “hg 2 Mn lla’ —— ee 
a + a be " mer “i ea x. : é NS ~ ae a a. on) ae 
os >>. bs tenn Cia, nan >~ 
; oy ee i oC sf 
a 
or 
4 4 - 
ad i ‘Ne 
2 AN 
ri \N 
fs \\N a 
4 
; eC 
: Oe ee Pe. )6©°)hCh le 
Baas 
ee. hs 
Ee a oe Re ee ee a ee NE ae ee OE Te es 
4 ; prs HG ae rf z { - nal a % “ ra at aie v a Bear hy Nin sR eater. ; rae er ‘ ® i Fy tks + 
; es oy , ; ae a Fe ; : 7. d ; a ae 


